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TWO LOVELY 
GIFIS FOR 
_ANY HOME 


SEE POINT 


G: YOUR SHARE of Christmas profits 
with these two great Apex Cleaners—the 
newly styled 1936 Model B-82 Deluxe Floor 
Cleaner and the C-75 Handy Cleaner. Apex 
now offers you both at the price of the B-82 
alone. Sell them to your trade on this same 
basis and you'll attain a greater volume of 
cleaner sales than you ever before enjoyed. In 
beauty, performance, and number of sales fea- 
tures, these two Apex cleaners excel all others. 


Point 1, SELF-STEERING HANDLE—swivel 
connection does the steering 


Point 2. PRES-TOE PEDAL—a touch of the ioe 
adjusts the cleaner to the proper rug thickness. 


Point 3. HEIGHT INDICATOR— tells when 
you're getting the dirt without wearing 
out the carpets. 


Point 4. FORWARD ROTATING BRUSH—opens 
the nap for better cleaning—won’t tear fringes. 


Point 5. SHADDO-LITE—lights the way to 
better cleaning. 


Point 6. TWO-SPEED MOTOR—saves rugs. 
High s for ordinary cleaning. Slow speed 
for light cleaning and quietness. 

Point 7. THE APEX TRADE MARK—for 23 years 


a symbol of quality, performance, and high 
dollar value. 


APEX ROTAREX CORPORATION 


CLEVELAND, OHIO 
Subsidiary of The Apex Electrical Mfg. Co. 
West of Denver, APEX ROTAREX MANUFACTURING COMPANY, Oaklond, Co! 
in Conada, ROGERS MAJESTIC CORPORATION, Ltd., Toronto 
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The 
Merchandising Month. 


HE headline “Electricity Pro- 

duction Sets New High” might 
just as well be kept standing in news- 
paper offices. Week after week, month 
after month, new records are set. And 
of the total immense production of 
electricity, domestic use plays an im- 
portant part. From the Edison Elec- 
tric Institute comes the figure of 12 
per cent increase in domestic produc- 
tion for the year to date. 


Our own Statistical Barometer page 
makes equally cheerful reading. This 
month we report increases in all ap- 
pliance sales, with especially heavy in- 
creases in washers and ironers. 


v 


Washer sales in September broke 
all records with an increase of 45.1 
per cent above September 1934. The 
nine month improvement was six and 
a half per cent compared to the pre- 
vious year. 


The enormous increase in Septem- 
ber may be interpreted as a forecast 
of a very large fall business. Business 
prophets are stating that the last quar- 
ter of 1935 will break the retail sales 
records of many years. And if Sep- 
tember is any indication on washers, 
the washer dealer has a harvest ahead 
of him in these remaining months. 


This large volume was not obtained 
by any sacrifice of prices either. The 
average price remains around $64 with 
approximately one-quarter of the total 
business in washers selling about $90. 


Gas engine washers showed an even 
greater proportionate increase for Sep- 
tember than electric washers, passing 
the 1934 figures by 64.7 per cent. 


v 


Ironers are also up, continuing 
their performance for the year with 
an increase of 40.4 per cent for Sep- 
tember—and a nine month increase of 
16.1 per cent. 


Profit indications on home laundry 
equipment are favorable, practically 
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all manufacturers reporting bettér 
earnings than a year ago. 


Looking ahead we see no let-up in- 
dicated in washer volume, and some 
small promise of better prices. 


ELECTRICAL MERCHANDISING rep- 
resentatives during the last 2 months 
have checked washer prices with more 
than 125 dealers operating in towns 
of under 100,000 population. The 
prices reported on washer sales by 
these dealers show an average of ap- 
proximately $75. This better than na- 
tional average result is to be expected, 
since good dealers in smaller towns are 
doing business at better prices than 
the city outlets. 


On a recent western trip this writer 
visited a number of washer manu- 
facturers operating at capacity and at 
two plants new buildings were going 
lip. It was significant that both these 
manufacturers are strongly entrenched 
in small town markets. 
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Vacuum cleaners, the old stand- 
by, are coming back in two ways. 
First, the volume is up 24.2 per cent 
for the first nine months of this year. 
Second, dealers are again beginning to 
take hold again of the vacuum cleaner 
business. 


It is much more than a straw in the 
wind when Hoover brings out a clean- 
er primarily designed to reach the vast 
unsaturated market in the smaller cit- 
ies. It is estimated that vacuum clean- 
er saturation in the metropolitan mar- 
kets is twice the saturation in the 
smaller cities. And there is just as 
much dirt on the carpets in the little 
towns as in the big ones. 
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Refrigeration put up a remarka- 
ble showing in August and September. 
The total business is about 13.8 per 
cent for eight months against last year’s 
record sales. Furthermore, prices are 
holding. A part of the recent increase 


in refrigeration comes from the stimu 
lation of the FHA financing program 
This no-down-payment and long-pe 
riod terms is having its expected and 
natural effect. It would be sound 
merchandising to combine the FHA 
finance plan with the great appeal re- 
frigeration naturally has for Christ- 
mas giving and bring refrigeration 
sales up to record volume in the next 
two months. 
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Radio receivers show an increase of 
24.2 per cent for the nine months sales 
in units, and distributors and retailers 
are reporting better prices than a year 
ago. There is an uncalculable amount 
of radio junk still in use, which smart 
merchandising is replacing at an ex- 
hilarating rate. It is stimulating also 
to learn that radio dealers are turning 
to the methods of selling — trained 
salesmen, active following of leads, 
straight canvassing—which have never 
failed to bring results in the appliance 
business. 
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Ranges for the first six months of 
1935 show a 64 per cent increase. 
Early this year it was confidently felt 
that electric range sales for 1935 
would pass the 200,000 figure. There 
seems little question now that sales 
will easily reach this mark and may 
probably go over it. 


Here, too, business is being done at 
legitimate prices. Furthermore, a far 
greater percentage of business on 
ranges will be taken this year by deal- 
ers than has been the case in the past. 
The power companies generally are 
making every effort to bring the mer- 
chant into the range picture, and are 
bending over backward in their effort 
to protect and promote the merchant's 
profit margin on this merchandise. 
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Kitchen moderni- 
zation begins with 
the first purchase 
of electrical equip- 
ment. 











a varied person, geographically 
and economically, that it is ex- 
tremely difficult to classify her with 
any degree of precision. However 
from the work that McCall's Maga 
zine has been doing during the past 
year, certain tacts seem to emerge. 
Certainly it is not news to tell the 
readers of ELECTRICAL MER 
CHANDISING that American wo- 
men are interested in electrical equip- 
ment. To be exactly honest, I think 
they are interested in labor saving 
and in beauty, and that. they really 
do not care how either is achieved 
so long as the result is satisfactory and 
not too difficult to attain. And elec- 
trical equipment gets the break be- 
cause it is the great labor saver and 
its functional lines are usually pleas- 
ing. 

As a matter of fact, I believe that 
electrical equipment has been a tre- 
mendous factor in the current trend 
to dress up the American kitchen. 
Even functional beauty is ‘beauty in 
distress when it reigns in lonely splen- 
dor over a badly lighted kitchen with 
little to recommend it but cleanli- 
ness and crisp curtains. 

Usually the attainment of a proper 
setting is a slow process and one start- 
ed almost without consciousness of the 


a | HE American housewife is such 
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all begins with the purchase of the first 
electric appliance, says 


KATHLEEN ROBERTSON 


Home Economics Editor, McCall’s Magazine 


who reports that lower income families 
are becoming electric kitchen conscious 


end in view. Unnumbered times I 
have seen, sitting jauntily upon stove 
or table, a new utensil of fresh de- 
sign and color that seemed out of char- 
acter in the drab, ill-equipped kitchen. 
But often the single gay utensil was 
bought, not from a planned scheme or 
an urgent need, but simply because 
at the moment it suggested an imme- 
diate and inexpensive way to help 
brighten the kitchen. A cream enam- 
elled pan with a red handle or an 
aluminum kettle with black trim 
seems to say to refrigerator or range, 
“Well, here we are, pretty lonesome 
at the moment, but we are just be- 
ginning.” And usually Woolworth’s 


inexhaustible treasures or inexpensive 
gadgets from the local hardware store 
beckon the housewife toward a livelier 
setting for her mew equipment. And 
when it comes time to buy new cur- 
tains it is a pleasant duty to keep 
them in a color scheme. 

I remember particularly the home 
of a Great Northern switchman in 
Minneapolis, where we went to see 
how the family liked the electric 
range that had been installed a few 
weeks before. From the tales told us, 
we gathered that the range did all 
the household work except to bathe the 
baby. Bill the Switchman and his wife 
revolved in admiring circles about the 


range, telling us in absorbed detail 
about the cake that, baked in the old 
coal range, had been pretty good, but 
had been accustomed to rising only 
“so high”. In this range, what was 
their surprise to find that it rose “so- 
o-o high”. Exactly the same recipe 
too. Will wonders never cease? 

But here’s the thing: on one side 
of the room was a porcelain-topped 
kitchen table that Bill was in process 
of remaking into a table cabinet. A 
very nice job of carpentry he was 
doing, too. And he told us about 
the plans he had for the following 
fall, when he would install a modern 
sink that would match the cabinet 
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table and stove. He could not at- 
ford, he said, one of them new- 
fangled sinks with cabinets under 
them, but when he did get a new 
one of more moderate price, by golly 
he was going to build cabinets under 
it. “We put down this new linoleum 
when we were installing the stove. 
The old stuff was kind of dark and 
we needed some new, so we ciought 
we better have something bright to 
go with the stove.” 

The interesting thing to me there 
was that the man of the house showed 
just as much enthusiasm as the wo- 
man. And there was a case where a 
fairly complete job of kitchen mod- 
ernization could be directly traced to 
a single piece of electrical equipment. 

On another occasion, at a farm- 
house in upper New York state, where 
an electric range had been newly in- 
stalled, we found a housewife who 
was acutely conscious of the fact that 
her pans were of the wrong type. 
“However,” she said proudly, “I 
have been waiting for you to come 
so you could tell me the right kind 
to get. I have saved up all my cou- 
pons for a year, ever since we planned 
to get the range, and now I have 


furniture, and surprising touches in 
the way of kitchen utensils and living 
room furniture. We had been called in 
to tell the bride something about the 
electric range, which was very old 
and minus an automatic oven con- 
trol. I mentioned her really very hand- 
some utensils and she said matter-of- 
factly, “Yes, when people asked me 
what I wanted I told them exactly. 
That way, when we move into our 
own house next year we'll have things 
to match the new range and refrig- 
erator.” 

Here is the point I am trying to 
illustrate by these stories from our 
field studies: the kitchens of America 
are going places, and electrical equip- 
ment is, appropriately enough, holding 
a bright torch to guide them. 

American standards of living may 
betray us occasionally but on the other 
hand they occasionally bring us un- 
expected rewards. The special reward 
I am thinking of at the moment is 
the influence which functional beauty 
is-playing on changing standards of 
taste. A goodlooking piece of equip- 
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neighbors. Inarticulately and halting- 
ly, women have groped to tell me 
their reasons, and always they went 
back to the matter of attractive ap- 
pearance. 

In the mining region of Pennsyl- 
vania | even saw a handsome tabletop 
range, with a glass of flowers placed 
exactly in its center, adorning the 
living room. When the home service 
girl expressed a little wonder at its 
situation, the owner explained in 
broken English that the connection 
was in the kitchen but she hated to 
keep the lovely range there. So when 
she wanted to cook “my man carries 
it to the kitchen for me.” That was 
her phrase and when we saw the 
husky husband, we almost believed 
that he literally carried the range 
from room to room. That range was 
for that family and their neighbors 
an introduction to beauty. 

Kitchens will probably always re- 
main the studios of American women 
where, no matter how many labor 
saving devices are installed, many 
hours a week must be spent. So it is not 
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cause when there are no standards of 
comparison, the bright and the un- 
usual are likely to seduce unsure taste 
that lacks a childhood background of 
beauty of texture and design and color. 


As I said before, American kitchens 


are and probably will remain workers 
and as such should be in fighting trim 
at all times. Modern kitchen equip- 
ment was designed primarily for use 
and the lines, being lines of use, were 
good. Lately there has been a tenta- 
tive but noticeable tendency to be self- 
conscious in dressing up equipment. 
To me that is offensive in the same 
way that rococco houses are offensive, 
because the decoration is put on for 
the sake of decoration and not because 
it follows necessary lines. And equip- 
ment, as well as houses, are funda- 


mentally utilitarian. 
I believe that in the end much need- 


less decoration will defeat its own end. 
As a result of several educational in- 


fluences, the general taste of the coun- 
try is improving and it must sub- 


consciously and over a period of years 


resent and defeat such affectations. 

A line that knows where it is going 
and needs no ornate decoration to dis- 
tract attention. We know that copper 
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twenty dollars worth. And I’m going 
to put it all into a set of kitchen 
utensils. Mine are so old and ugly 
1 can’t bear to see them on my nice 
new range. I'll get the catalog and 
vou can tell me the right kind to get.” 

At another time, on a property in 
Pennsylvania, we found a newly mar- 
ried couple temporarily installed in 
a one-room house. And when I say 
one-room I mean exactly that, because 
everything was literally in the open: 
bathroom facilities, living room, bed- 
room, as well as kitchen and pantry. 
The whole place was unbelievingly 
neat and clean, with decent enough 
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“The kitchens of America are going places and electrical 
equipment is holding a bright torch to guide them.” 


ment is, more often than the sophis- 
ticated would believe, the introduction 
to many women of a whole new world 
of line and color. 

In plenty of homes I have seen 
automatic refrigerators proudly dom- 
inating the dining room. They were 
placed there, not because there was 
no room for them in the kitchen, but 
because they showed off to better ad- 
vantage in the dining room. And the 
cynical need not hastily come to the 
conclusion that they were so place 
in order to impress less fortunate 


strange that women seize joyously the 
opportunity to add brightness and light 
to their lives by making their work- 
rooms pleasant as well as profitable. 
And in countless homes modern 
equipment makes the first onslaught 
of restrained taste in line and color 
on a tremendous group which is re- 
covering with practically invisible 
slowness from several generations of 
bad taste in house furnishings in gen- 
eral. Of course the yeasty quality of 
our parti¢ular civilization has condi- 
tioned the taste of our people, be- 





pots are lovely to look at, but in a civ- 
ilization like ours their upkeep in la- 
bor has outmoded them. For general 
use in the American kitchen, therfore, 
they are an affectation. Unfortunately 
many affectations have not even good 
looks to recommend them. Manufac- 
turers can be sure of themselves and 
of appeal to a growing class of taste- 
conscious customers if they stick to 
functional lines. They need very great 
artists indeed to design their equip- 
ment if they wish harmoniously to 
combine effective engineering princi- 
ples with unnecessary adornment of 
line, mass, or color. 
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OW would you like to have a 
distributor set you up in bus- 
iness? All you have to do is 


hire a girl to answer the telephone, pay 
rent and operating expenses. Into your 
store is moved without cost, a complete 
stock of electrical appliances. The bur- 
den of keeping books, making collec- 
tions is removed from your shoulders. 
All you have to do, morning, noon and 
night, is sell. 

This in a nutshell, is the way 
twelve dealers in St. Louis are operat- 
ing. 

In a big, white house, built like a 
residence, out on Lindell boulevard, 
stands the headquarters of James & 
Company. Display rooms, stock, do- 
mestic science kitchen, class rooms, in 
fact, everything is housed at this one 
central address. Here was engendered 
the plan of interlocking dealer and dis- 
tribution in one forceful operation—a 
plan that has distributors talking all 
over the country. 

Proof that there is some virtue in 
this philosophy may be deduced from 
the fact that some 249 GE ranges were 
sold at retail last year through the 
twelve display stores that fly the James 
banner. This is virtually the same 
number that the Union Electric Light 
& Power Co., the St. Louis utility, 
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J. H. DUNLAP 
who argues that specialty selling is 
not a matter of price but of ideas. 


moved. Furthermore, the average unit 
price of $200 per range was greatly 
in excess of what the utility obtained. 

What line of reasoning, you ask, 
has caused a distributor to blossom out 
into the field of training and directing 
a retail crew of 125 men, 24 district 
managers, and to set up twelve men 
in business? W. R. Burton, retail sales 
manager for James & Company, an- 
swers the query. 


Retailers Scatter Energy,is Belief 


“Up to’'50 per cent saturation on an 
appliance, it is necessary to have con- 
centrated specialty selling. The market 
must be both educated and pioneered. 
We feel that the average dealer has 
his attention too scattered by the many 
duties of storekeeping to be able to 
concentrate on the specialized selling 





which is necessary to sell ranges, re- 
frigerators, dishwashers, irons, water 
heaters, vacuum cleaners. That is why 
utilities have generally done most of 
the pioneering, enjoy the lion’s share 
of sales.” 

Under the James plan the display 
dealer does not have to bother with 
the hiring of salesmen. New men are 
selected by the distributor. “The main 
difference between a mob and army is 
that one lacks and the other has direc- 
tion,” declares J. H. Dunlap, who 
specializes on the range end of the bus- 
iness. “Every man coming into the or- 
ganization is given six-day training 
course at headquarters, which includes 
the LaSalle four-day course. Two days 
of record films, and practical demon- 
stration on each appliance. The second 
week he spends in the territory with 
his district manager, sees and hears 


James and Company, 


St. Louis, shows the boys 


how it should be done 
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James & Company pays no attention to list prices, 
sets up a figure which will do the job and yield a 
profit. There is no vagueness about what a salesman 
must do — he must lay this report on the line daily. 


eight interviews, five sales presenta- 
tions, one demonstration in the home, 
seven user calls, the finding of two 
new prospects and the obtaining of an 
order. The third week the new man 
is called back to headquarters for add- 
itional training. He learns how to cook 
on the electric range and present and 
demonstrate various appliances. After 
90 days with the organization he is 
enrolled for the LaSalle correspond- 
ence course. Any man who is not click- 
ing is sent in for further re-training.” 


Territory of 2,000 Meters Per Man 


The 125 salesmen are broken up 
into groups that work out of the 12 
display stores. In the field the district 
manager has command, geing given 
four territories of approximately 2,000 
meters each, one of which he works 
himself. 

The ultimate destination of all the 
interviews and presentations is the 
demonstration, which James & Co. 
credits with being the real force for 
producing sales. Daily each salesman 
must give his report which requires 
specific filling out on performance. 
Furthermore, the salesman receives a 
specific work quota of how many in- 
terviews, user calls, callbacks, night 
calls, demonstrations, sales presenta- 
tions and new prospects names are ex- 
pected of him. The peak of the year is 
October when 162 interviews are ex- 
pected from each salesman. For the 











year the salesman is expected to sell a 
quota of 40 refrigerators, 15 ranges, 2 
dish washers, 30 washers, 12 ironers, 
and 12 vacuum cleaners—111 appli- 
ances in 12 months. 


Demonstrations do the trick 


“Placing appliances in the home on 
demonstration has proved definitely 
the most profitable way of closing 
sales,” says Mr. Dunlap. “It is expen- 
sive but the increased volume justi- 
fies the additional expense. During 
1934 James & Co. closed 88 per cent 
of refrigerators approvals, 50 per cent 
of washer demonstrations, 40 per cent 
of ironer demonstrations and 30 per 
cent of vacuum cleaners demonstra- 
tions.” 

To keep from getting too much 
stock out on approval, salesmen are 
assessed 25c a day on any appliance 
that has been out beyond the maximum 
time, which is: Refrigerators, 15 days; 
dishwashers, 15 days; washers, 7 days; 
ironers, 7 days; cleaners, 5 days; no 
approvals on ranges or water heaters. 

Salesmen are protected against re- 
possession by means of a | per cent re- 
serve deducted from their commissions 
until a total of $50 is reached. The 
district manager must have a reserve 
of $100. All repossessions are charged 
against the reserve account, insuring 
the men their current check. Full com- 
mission, bonus and district manager’s 
and display dealer's over-rides are 


Wren 


the 


Distriliutor 
runs with the BALL 


By Tom F. Blackburn 


A monthly bonus of 2 per cen? is paid to salesmen making minimum, 
and 4 per cent to those making complete quota. 


charged back on the amount paid by 
the purchaser if less than 20 per cent. 
If the customer has paid over 25 per 
cent and a repossession takes place, 
James & Co. assumes the full obliga- 
tion. 


Rewards for Work 


Hard-hitting, concentrating all 
force on the sales front, the effect of 
the program is especially marked in 
the sales of electric ranges, admitted 
one of the tough selling items for a 
retailer. 

“Fifty-four men out of 200 made 
their range quota last year,” said Mr. 
Dunlap. “Some ten GE kitchens were 
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sold, one order amounting to $2600. 
We expect to sell more than a thou- 
sand ranges in 1935. That it was not 
always like this is evinced by the fact 
that the James & Co. setup only moved 
39 ranges in 1933. The total jumped 
to 249 in 1934. Last May one man 
alone sold 11 ranges. The yearly quota 
is 15 per man. 

Mr. Dunlap, who was once with 
the Missouri Public Service Co., War- 
rensburg, Mo., received most of the 
credit for jumping range sales from 39 
to 249 in one year. His method has 
been to ignore list prices, and set up 
an operation which was attractive from 
house. commission, trade-in and ad- 


vertising standpoints. Kitchen utensils 
were included. His feeling is that 
specialty selling is not a matter of 
price but the selling of an idea. 

And there is another thing the ex- 
ecutives of the James outfit are con- 
cerned about: that their salesmen 
know what they are talking about. 
In order to sell ranges, says J. H. 
Dunlap, the boys have got to know 
how to cook a meal from soup to nuts. 
No theorizing about electric cookery 
but facts. To make them food conscious 
and food expert, the salesmen have 
to attend a two weeks cooking school 
to begin with and attend cookery dem- 

(Please turn to page 65) 
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Every live merché » sell “Top Line” merchandise. “Top Washer and Ironer to fit every purse and purpose . . . No sale 


Line” merchandis ick turn-over, high average-unit sales, need be lost . . . Every model head and shoulders above com- 





good profits, mi Meepair service, excellent good will for petition. 


the house. ABC onably the leader in the washer and 
' ; ; oar ; Just look at the ABC Line . . . America’s Leading Washers 

ironer field. ABC > p Line”. . .“ The Fastest Selling Com- 
And Ironers . . . illustrated below. Here is the “Top Line” of 

plete Line Of W : d Ironers on the American Market 
Soden” Washers and Ironers that will help you be the “Top” Washer 

oday. 

; and Ironer merchandiser in your community. There are a few 


ABC dealers a ‘ a new record in household appliance territories still open. Write or wire for all the facts about the 
selling . . . in hij i es ... and in number of units sold ABC Franchise today. 

. with the ABC 2 year. ABC Washers and Ironers have 
more exclusive sa ‘onvenience features than any other ALTORFER BROS. COMPANY 
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No a With the ABC Line of America’s Leading Washers and Ironers, 
iNO Sale 





ABC Dealers not only have a most profitable line to sell, but 


ve . . 
© com & they keep the profit they make because of the fact that ABC has 
the lowest proven record of re pair and upkeep costs in the 
electrical appliance industry. 
Washers 
One large merchant in a metropolitan city, operating several 
ine” of : - = ne 
stores selling “just another washer line” recently said, “I was 
Washer BF cick and tired of repossessions! break-downs! service costs! 
e a few & service expenses! What little profit I thought I had made was 
yout the H eaten up by “Grief.” Even though I was able to buy a line for 
less money, advertise at a price . . . I was losing money. . . 
losing customers and losing good will for the store . . . and 












gaining considerable ill-will for the store, not only on our washer 


Hinois line, but on the other merchandise we handled. Therefore, | 
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bw down payments 
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equalled reputation for freedom f 





Washers and Ironers on no-money- 
and small weekly terms to wage-e a long period of 


time, and I am never bothered wit ms... never have 





had one single ABC repossession . ave built up com- 





plete consumer satisfaction with A hesitate to recom- 


mend ABC to any dealer in Ameri a line of electrical 


appliances that is as free from any | know of! 


This same story is repeated thre e country .. . this 








is one of the reasons dealers every urning to ABC... 






this is one of the reasons why AB astest Selling Com- 





plete Line of Washers and Ironers o ican Market today! 


Tell your customers and pros 
pects where to tune in on 
the American Washing Ma 
chine Manulacturers “House 
hold Hints” program, coast 
to coast, every Tuesday and 
Friday morning. 


BY INVITATION MEMBER 
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Every alert washing machine dealer realizes the im- 
portance TODAY of having something different — 
something better—something that his competitor can’t 
get or offer. 

Che dealer who is pushing the Dexter line with 
Dexter Double Tub as its leader has a tremendous 
sales advantage. Double Tub gives him a washer with 
exceptional sales appeal — quicker washing — de- 
pendability — beauty and the New Modern Dexter 
built wringer with rustless, Lynite-aluminum frame 
cast in one piece,‘flash” action safety release and au- 
tomatic pressure. Its a magnet that pulls prospects 
and Beats competition. 


There are 7 different Dexter models—Double tubs and sin- 
gle tubs—Z opportunities for increased Sales and Profits. 


The D 





DEXTER CO. 7 
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A Yard of Conversation 


Sells Electric Roasters 


ACK DEMPSEY summed up the 

fine art of fighting by saying, 

“You lead first to the jaw and 
then to the belly.” 

Salesmen who have just completed 
a season’s campaigning on the electric 
roaster for the Commonwealth Edison 
Company, Chicago, paraphrase this 
famous adage by declaring that one 
leads off with a yard of conversation; 
then appeals to the appetite. A com- 
bination of talk and stomach appeal 
does the trick. 

“The roaster is equally adaptable 
to outside or inside selling,” O. R. 
Hogue states. “Out of 2,000 sales 
made, some 1,100 were out of the 
electric shops and 900 house-to-house.” 

Although it is admittedly difficult 
to estimate the ratio of calls made to 
a sale, Leonard Mahlke reckoned that 
it takes approximately twenty calls 
to land an order. With the ironing 
board-iron combination which was 
running concurrently, the ratio was 
about eight calls to a sale. However, 
an electric roaster sale rings up $17.90 
or $16.90, according to model, where- 
as an ironing board-iron proposition 
is good for only $7.95. 

Closely* following the 75 outside 
men were five girls from the Home 
Service Department headed by Miss 
Kathryn Jameson. On every customer 
buying a roaster one of the girls made 
a call to further demonstrate its use. 
They also called on customers who 
bought from the electric shop if re- 
quested. 
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_ “The most common misunderstand- 
ings encountered were either a belief 
on the part of the purchaser that the 
roaster was something like a pressure 
cooker, an idea that the appliance 
would cook at an increditably high 
speed,” said Miss Jean Murray. “Of 
course, it must be remembered that 
the salesman knew that the home ser- 
vice girls were making followup calls 
and in some cases did not present the 
whole story as he would have other- 
wise.’ 

Home service girls of the Com- 
monwealth Edison Company feel that 
the roaster is at its best in families 
up to five people. It permits cooking 
a complete dinner at one time. Veg- 
etables have a better color, meat is 
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Inside or Out, Com- 
monwealth Edison 
Company find they 
move equally well 


juicier and more tender. The family 
can actually use cheaper cuts. Futher- 
more there are no multitude of pots 
and pans to clean. Last of all an elec- 
tric roaster sets the housewife free 
to leave the home while the meal is 
being prepared. 

In the matter of floor sales the Elec- 
tric Shops went to bat with the 
world’s first electric roaster cooking 
school which ran for a month during 
the heat of the summer. An essay 
contest, with cookers as prizes, drew 
thousands of replies. Continuing since 
the show, have been displays of Nesco 
and Swartzbaugh roasters, with dem- 





About twenty house-to-house calls are 
needed to get an electric roaster sale. 
Lovis Vangen has found. 


onstrators and exhibits on hand. Vir- 
tually every purchaser from the Elec- 
tric Shop receives proper instruction 
at time of sale. 

Putting about a nickel’s worth of 
electricity on the bill for each meal 
cooked, naturally the electric roaster 
has been the darling of the central 
station. Nosing into the Chicago mar- 
ket however, is the Boston Store with 
its cooking school and a number of 
other retail outlets. Presented with 
imitation food exhibits to give them 
the idea, and properly talked up, the 
electric roaster is in a position today to 
be sold over the counter with a simple 
presentation. 






























Here's the world's 
first electric roast- 
er cooking school 
held by Common. 
wealth Edison 
Electric Shop. 
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MT. EVEREST (TIBET) 
29,141 FEET 





GODWIN-AUSTEN (INDIA) 
28,250 FEET 

















WHAT IS THE 
BIGGEST 
MOUNTAIN IN 
THE WORLD? 
















MT. EVEREST, 
ISN T IT? 





I THINK ITS 
GODWIN-AUSTEN }| 








But there’s no question about 


the BIGGEST MAGAZINE 
the next biggest is so far behind! 


dt 


; The 
AMERICAN 
WEEKLY 








MORE THAN 
5,500,000 









NEAREST 
COMPETITOR 


MALL-CIRCULATION MAGAZINES reaching a select few may be all 
S right to sell $20,000 pipe organs, but when you're pushing the 
necessities and luxuries of life, it takes a magazine that goes into the 
most millions of homes to produce the greatest possible volume of 
sales for you! 


That’s the kind of circulation support that manufacturers using The 
American Weekly give you. This powerful advertising medium reaches 
over 5,500,000 families every week—twice as many as receive any 
other magazine. 

Here is an advertising force that does a real job for you because it 
reaches from one out of five, to one out of every two families in the 
rich buying areas where 70% of all families live, and where 80% of 
all retail sales are made! No wonder retailers enjoy a quicker turnover 
of products advertised in The American Weekly. 

W hat The American W eekly is 
The American Weekly, largest magazine in the world, is distributed 
through the 17 great Hearst Sunday Newspapers. 
In each of 158 cities, it reaches one out of every two families 
In 146 more cities, 40% to 50% of the families 


In an additional 139 cities, 30% to 40% : 
In another 171 cities, 20% to 30% 


. and it reaches an additional 1,982,000 families in thousands of 
other communities, large and small. 


THEAMERICAN 
= BEEKLY 


CIRCULATION CIRCULATION 


in the World 
“*The National Magazine with Local ae 
Main Office: 959 Eighth Avenue, New York City 









| 
| 
| 
| 
| 





By 
William A. Ritt 


y-Manager, 
Minnesota Electrical 


Secretar 
Council 


AISING dealer sales of elec- 
tric ranges and water heaters 
in the territory served by one 


Northwest Utility company from a 
1933 level of almost zero to 546 units 
in 1934, and to 1450 units in the 
first nine months of 1935 is electrical 
merchandising history in this section 
of the United States. The methods 
by which this was accomplished are 
ignificant in that other Northwest 
itilities are following suit in varying 
much to the profit of the 
contractors and the 
in general. 

The success of extensive promotion 
al sales campaigns now in effect in 
adjacent territory 
is the an open minded at- 
titude on the part of an electrical 
contractor-dealers association which 
hallenged the best efforts of the util- 
ities in return for a pledge of positive 


degrees 
electrical dealers, 
industry 


Vlinnesota and 
result of 


o-operation. On February 1932 
when other groups were favoring 
negative measures such as anti-utility 














Getting Dealers in the 























H. E. YOUNG 


Vice President and General Sales Manager 
Northwestern States Power Company 


merchandising laws, the Minnesota 
Electrical Association (of contractor 
dealers), passed a resolution declar- 
ing that its membership believed that 
utility promotional activities were re- 
quired on various types of appliances, 
and that adverse legislation was not 
favored until such time as it was 
proven that utilities could not and 
would not cooperate with electrical 


42 
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contractors and dealers. The utilities 
were called upon to confer with con- 
tractor-dealers “to work out all prob- 
lems on a basis that shall be mutually 
beneficial and in the public intrest’. 
To promote this, the Association of- 
fered the services of its executive 
committee to confer with utility ex- 
ecutives and other interested parties 
and to “assist in carrying out such 
plans to bring about a renewed feel- 
ing of confidence, better business con- 
ditions, good will and greater oppor- 
tunities for all in the electrical in- 
dustry, as well as to safeguard in- 
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Range 


When Northern States Pow 


contractors and wholesalers the 
cal Council, they sold 1,4ggpns' 
months—an increase of Im’ © 


terests of the of electrical 
energy.” 

At this point readers may wonder 
what all this has to do with to-days 
story of range and water heater sales. 
No house is secure without a founda- 
tion, and it is probably because a 
solid foundation was laid for present 
activities that the results appear to be 
outstanding and permanent. Utilities 
are not likely to suddenly develop 
some perfect plan that meets with 
instant approval and 100% coopera- 
tion. There must be somebody to co- 
operate with. Realizing that unity and 
coordination were of paramount im- 
portance if the utmost results were to 
be obtained, the Minnesota Electrical 
Council was formed in July, 1933, 


with an office at cele an 


users 


operating head~ fort sota 
aster 


Arcee Be Association, and the 
Fargo (N. D.) Electricat Contractors 
Association. 


Now _wearrive at = point rac 


things began to ~ 
as 
and deter- 


an organization 
200 my 
ities aah. The util- 


ities Re of a substantial 
group of * ‘co-operators’, representa- 
tive of the territory in which-North- 
west Utilities were <a This 
meant that a unj ‘ould be put 
into effect % apply not only 
2 ong c ¢ district, but to prac- 
e tntire territory. st BR 


S pilicy and administration 


d one ofthe keystones of ule 
ful operation. aN 


Careful analysis a_ basic 
stumbling pen hel of-any 
elaborate ing camipaigns, 
and a+ raWkled in thé hearts of 
contractor-dealers, much to the de- 
triment of public relations and past 
efforts at range sale promotions. This 
obstacle was the past method of han- 
dling and awarding range wiring jobs. 
Previous efforts to establish a fair 
basic price for range wiring always 
resulted in a break down which ended 
up in one or two contractors getting 
all of the work at prices that pre 
vented free and fair competition. 
Other contractors were embittered as 
a result and frequently went out of 
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. Business 


ompany got: 200 dealers, 
ther in the Minnesota Electri- 


their way to prevent the sale of elec- 
tric ranges. Electrical contractors and 
dealers do come into frequent con- 
tact with all users of electricity and 
the success of many campaigns de- 
pend upon the state of relations or 
“good will” between the utility and 
the electrical retailers and contractors. 

With respect to laying a founda- 
tion for successful range and water 
heater promotion, the success of the 
plan here is founded upon the Coun- 
cil’s insistence on a few simple_fen- 
damentals. 

1. Wiring--of~ ranges and. water 
heaters.is’ the -electricat contractors 
freld. 

2. The price of wj nee be 
based upon defj ine r a given 
size OLS) with plus or minus 
for v&riatiéns. Overhead and a. reéa- 
sonable profit must not be ignored i 
the price. Bids below cost sh 


corrected, for the simp 






Slipshod 


they result in dissagjsfadgform 
work, and in ica pay. for mate- 
rials, la vei ness expense. 
j ntractots As 
shot 


; 1 
its mera the 
most 


handling 


efficient oy 
the work, the ma figuring and 


billing jobs sstumé a certain 
asibility or disputes 


amount 
shoul iPoned out by the contrac- 
of responsibility for the qual- 


struct 


4 ( 
qe work and services rendered. 
A 


ny differences or disputes should be 
ironed out by the secretary of the 
Council and a representative of the 
Utility, if the contractor himself is 
not able to reach an agreement 

4. Any merchandising plan should 
give the dealers ‘an even break with 
the sales policy and methods followed 
by the utility. The utility merchan- 
dising department should not have 
advantage of any tricks, and the deal- 
er should not use any tricks or uneth- 
ical methods against the utility or its 
salesmen. There are those who hold 
that the utility should not do any 
merchandising whatever, but a fair 
analysis in this territory indicates 
that, were utilities to retire complete- 
ly from the selling field, dealers in a 
majority of instances would be tre- 
mendously handicapped in obtaining 
maximum results. 

5. If the utility offers any induce- 
ments to dealers, or contractors, in 


Advertising played a big part in the cooperative range campaign as witness this full page 


smash. Others of similar nature listed the names of all cooperating dealers. 


the wiring or merchandising pro- 
gram, the utility should have and ex- 
ercise a recognized right to insist on 
pre-qualification (or a probationary 
plan) for contractors or dealers who 
participate in the program. Sub-stand- 
ard material and workmanship as 
well as sub-standard appliances should 
be barred and disqualify the guilty. 
Unethical business practices, price 
cutting, etc., lack of proper service 
to the consumer, overselling, etc., 
must likewise be controlled. 

6. The utility must have a well 
formed promotional sales plan with 
man power and money to excute the 
plans and. supervise alll activities to 
get the desired results. 

7. Uniformity, fair and impartial 
treatment is essential. In the past, 
utility plans have varied too much in 
their scope and application. 

While these fundamentals need 
hardly be elaborated upon, their effec- 
tiveness can be and will be increased 
by actual experience. Based on the 
policies which have been developed 
here in Minnesota, we now come to 
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the actual’ plan, and its results as 
applied to the territory of the North- 
ern States Power Co., operating in 
Minnesota and adjacent territory. 
A. The Merchandising Plan 
1. Home Service Sales Assistance. 
The Home Service Department of 
the Company will give unbiased sales 
assistance to dealers. 
Service. The 


2. Demonstration 
Home Service Department of the 
Company will instruct the new owner 
of electric ranges purchased through 
dealers, in the operation and proper 
methods of electric cookery. 

3. Trade in Allowance. Dealers 
will be priveleged to allow up to $10. 
for old equipment on a new range or 
water heater, for which the company 
will reimburse the dealer. 

4. Range Service and Repair. The 
Company will furnish free’ labor for 
replacement or repair of operating 
parts for first year on all approved 
ranges sold by dealers. Dealers to ob- 
tain parts from distributor or man- 
ufacturer. 

5. Installation. Company will in- 


stall ranges and water heaters with- 
out charge to customer, in single or 
duplex dwellings. In the case of 
fourplexes or farms the company will 
pay part of costs of wiring. Renters 
will be allowed one additional install- 
ation free in case of moving. 

6. Financing. Company will fin- 
ance contracts for dealers, paying 
dealer full value of contract less fin- 
ance charges. Terms as low as $5. 
down and $3.75 per month are accept- 
ed on lowest priced ranges. 10% 
down payment is required on ranges 
selling over $100. with up to 24 
months to pay the balance. Finance 
charge is approximately 3%. 

7. Credit Approval. All contracts to 
be financed must be approved by the 
Company. 

8. Dealer Qualifications. Must 
maintain a place of business suitable 
for display of merchandise. Must dis- 
play at least two ranges, or | range 
and 1 water heater. Merchandise 
must be of standard make and approv- 
ed by the Company. 

(Continued on following page) 
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2 LOAD B Ls yER. . 


f 
ONARCH started it long ago with 
M a Christmas Special. The idea 
caught on. It's been growing fast. And 
now Holiday range selling has become 
a big factor in building load through 
Electric Cookery. 










* 








THIS 


MONARCH 
Holiday Special 


it 4 got everything 


























Four surface units, 17-inch oven, and 
plate warmer in left-hand compartment. 
New Modernistic Timer and Opal Lamp; 
Illuminated dial oven temperature con- 
trol; Acid-resisting cooking top; and 
choice of White or lvory-Tan finish with 
either Mother-of-Pearl cooking top ana 
trim, or marble top. All at a price that 
will make Christmas shoppers very 
happy. 


FCL97HWP 


i's GIFT. 


We're doing our part to popularize electric ranges as Christmas gifts by fixing the price on this Holiday 
Special so remarkably low. 


is aA GIFT 
that any woman will be thrilled to display alongside of other 
IT’S A G | F T dainty and beautiful offerings of Santa Claus— 1935. 


and it's priced a4 a GIFT Until December 24" ONLY 


May we suggest that you anticipate your requirements and place your orders 
NOW for immediate shipment? The Holiday Gift price can apply ONLY on ranges 
that we can ship up to time of closing, December 24th. 


MALLEABLE IRON RANGE CO. 111 Lake St., Beaver Dam, Wis. 


at the price 


that any doting husband will be proud to make to his dar- 
ling wife. 








A 


f \ 
MONARCH 
EFFICIENCY TWINS 


- 
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9. The Company reserves the right 
to withhold its assistance even though 
dealers may qualify in every respect, 
for the protection of dealers already 
in business and where additional com- 
petition would not contribute any- 
thing to the general problem of load 
building. 

10. Special Bonus. For aggressive 
merchandise promotion, the Compa- 
ny offers a bonus of one electric range 
free for each five ranges, or water 
heaters, or combination of both, sold 
by the dealer to customers who have 
previously used other fuel than elec- 
tricity for cooking. Price o. the free 
range will be determined by the aver- 
age cost of the units sold by the deal- 
er, but not to exceed $75 cost FOR 
Factory. To be eligible for this bonus 
the dealer agrees to sell his ranges and 
water heaters at factory list prices, or 
at a minimum price equal to at least 
50% markup on factory cost. 

11. The plan applies only to ranges 
and water heaters for connection on 
the Company’s lines, and certain ex- 
ceptions are made to apply on sales in 
cities served with gas by this Com- 


pany. 

12. While the Company has made 
no promises as to advertising, it has 
paid for, and participated in, a very 
extensive campaign of newspaper ad- 
vertising, billboards, bill inserts, dis- 
play cards, etc. Many of the newspa- 
per ads carry the names of cooperat- 
ing dealers. 

B. The Wiring Plan. 

1. The company sets up specifica- 
tions for wiring requirements on its 
property, conforming to code and lo- 
cal ordinances. 

2. Upon careful analysis a 50 foot 
run of service and range wiring was 
established as an average upon which 
a base price might be computed. 

3. A list of materials was made up 
to include all items that would enter 
into a typical job. These materials 
were priced on a basis of reasonable 
quantity purchases. Labor costs under 
efficient operation were checked by a 
special committee of wiring contrac- 
tors. These costs were set up on a 
“production” basis assuming that a 
considerable volume of work would 
be available. 

4. To the prime costs of material 
and labor were added the minimum 
overhead under which this type of 
work could be done by the average 
good contractor, and a reasonable al- 
lowance, (not to exceed 10%) for 
possible profit. 

5. Each contractor doing wiring for 
the utility made his own bid to the 
utility, based on the schedule set up. 
Additions or deductions are made for 
total run of wiring varying more than 
5 feet over or under the 50 foot base. 
Extra charges are made for connecting 
existing lighting circuits to the new 
distribution center, where old service 
center is above basement. 

6. Contractors in cities like Min- 
neapolis were to be awarded a run of 
50 jobs if their services were satis- 
factory. Work is rotated among mem- 
bers of the Council. 

In smaller locations where the 
wiring jobs are less frequent and 
smaller in number, work is rotated 
among approved contractors, with an 
extra 5% overhead allowance. 

7. All installations are checked and 
approved by Company inspectors. Con- 
tractors are paid twice a month on 
approved bills. 

Under this plan the Dealer has 
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or tvory-Tan enamel 


Marbleized cooking top and 
generous |7-inch oven—ot a 
price that has mode many 
a 1935 range campoign a 
record-breaking success. 


The SHEFFIELD — Model 
7H4AW — A “table-top” 
style with four surfoce units 
and 17-inch oven. Offered 
in choice of White or Ivory- 
Tan with Marbleized cook- 
ing top to match. 








with 





a 









F67H-6W 


The ‘'4-in-line’’ PLUS—Model F6é7H-4W 
—"'The biggest ‘small range’ ever built." 
In ordinary floor space it supplies SIX 
surface units and TWO big 17-inch ovens. 
White or lvory-Tan. 






































































































You Can Sell fll of These 
Poaulac MONARCHS... 


The MATRON—Mode! '|7- 
HW—A “3-in-line” — the 
sensation of the year. White 



























F67HW 


The Origine! ‘'4-in-line’’ — 
Model Fé7HW — With this 
model, MONARCH startled 


the range market with the ‘'4-in-line’ ideo— 
@ practical design that met with instant ac- 
ceptance. White or Ivory-Tan with Marbleized 
(acid-resisting) top to match. 17-inch oven. 
Storage and warming oven in lefthand com- 


partment. 


Photographs and prices of these and all other MONARCH models 
will be sent on request. The Monarch franchise is becoming more 
valuable every day. Many a “full-line dealer started with just 
ONE Monarch. model. The 1935 Monorch HOLIDAY SPECIAL is 
an excellent starting point for a more profitable 1936 


electric range business. 


MALLEABLE IRON RANGE CO. 
111 Lake St., Beaver Dam, Wis. 
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every advantage of the Company’s 
facilities for doing business, plus his 
added advantages as a neighborhood 
dealer with a personal following. 
Neighbors and friends in many cases 
prefer to do business with him, par- 
ticularly when the services he offers 
are equal to those effered by the util- 
ity. He can approach prospects and 
customers which the utility salesmen 
might never find or be able to inter- 
est. The plan is different than most, 
in that it is a long-haul proposition, 
designed to put substantial dealers in 
the business of selling ranges and 
water heaters and keep them actively 
interested, not for a short campaign 
only, but to convince the Dealer that 
he has a permanent place in the pic- 
ture as long as he produces results 
for himself and for the utility. Where 
the utility had only its own sales force 
promoting the sale of ranges and 
water heaters, it now has, in addition, 
98 dealers and their employees using, 
displaying and boosting these products. 

The company has paid wiring con- 
tractors over $200,000. since this 
plan has gone into effect, and the 
result is that the utility has more 
friends among the industry than it 
has had for a long time. Needless 
to say the wholesalers have also en- 
joyed a nice volume of business on 
the material required for this work, 
and with little cause for worry  te- 
garding payment, as everybody un- 
derstands that the work is being done 
on a basis that makes it possible and 
necessary for the contractor to pay 
his bills for material. Such bills are 
generally discounted. 

Now we can look at the results 
from the sales angle as applied to 
ranges and water heaters in the 
Northern States territory. These are 
the -official figures up to August 1, 
1935. The present plan was started 
April 1, 1934, but did not get under 
way until nearly two months later. 
Dealer Sales—Northern States Power 

Co. Territory. 
Range Sales 
Apr. 1, to Dec. 31, 1934 322 
Jan. J to July 31, 1935 650 
Water Heaters 
Apr. 1, to Dec. 31, 1934 224 
Jan. 1, to July 31, 1935 376 
Total, 9 mos., 1934— 546 
Total, 7 mos., 1935—1026 

Figures tor August and September, 
just made available, total 439 units, 
making a grand total of 1465 in 9 
months to date. 

Futhermore, dealers were respon- 
sible for putting back into service 443 
ranges in 1935 which had been dis- 
connected and set aside. At the same 
time Company sales of ranges and 
water heaters have been increasing 
materially. At present, Dealers are 
doing about 40% of the volume, and 
the Company 60%. It is expected 
that the Dealers will be doing 50% 
of the volume by the end of 1935, 
with. total unit sales estimated to 
reach 1750. Dealer Sales are estimat- 
ed to reach a total of 2000 units in 
1936. 

The Williams Electric Co., 2304 
Central Ave., Minneapolis, a neigh- 
borhood dealer, is leading the dealers 
in sales, with 103 units to his credit 
for the 7 months period. Mr. Wil- 
liams employs no salesmen, but with 
the help of Mrs. Williams at the 
store, handles all sales personally. 
(See note below*) His advertising is 
limited to a neighborhood newspaper, 

and he has conducted two cooking 


-forts that will 





schools in the territory he serves. He 
did not get started in the range and 
water heater business until about Aug- 
ust 1, 1934, selling 51 units in the 
last 5 months of 1934. The Ameri- 
can Electric Co., another neighbor- 
hood dealer at 514 Nicollet Ave., 
Minneapolis, is running a good sec- 
ond among the city dealers, while the 
Newstone Electric Co. at Montevi- 
deo, Minn. is leading the field among 
rural dealers in this territory. These 
three dealers are responsible for about 
23% of the dealer sales to-date, but 
dealers in other neighborhoods are fast 
getting into their stride. Sales totals 
have increased every month since the 
present plan was put into effect. An 
interesting side light on dealer sales 
is that the sales are running $10. to 
$20. higher per unit on ranges than 
the Company sales. 

The success of the Northern States 
Power Company’s plan has done two 
outstanding things in the Northwest. 
First it has definitely proven by cold 
hard sales records that selling at cost, 
ridiculous terms, and rental plans are 
NOT the answer to the load building 
problem. The answer obviously lies in 
the adoption of a real cooperative 
dealer plan backed by association ef- 
guarantee results. 
Whenever contractors and dealers can 
definitely prove to the utility that they 
can and will do a job under associa- 
tion guidance, they will not need to 
make demands; the utility must per- 
force recognize the advantages of co- 
ordinated group action. Second, the 
success of this plan is re-shaping all 
campaign and cooperative policies of 
Northwest utilities, whether munici- 
pal or privately operated. At Roches- 
ter, Minnesota, after the municipal 
utility had tried various plans with- 
out the desired results, the utility 
Board adopted the wiring plan and a 
major part of the merchandising plan 
advocated by the Council, with the 
result that dealers sold 111 ranges 
from April 18, to September 1, 1935. 

Since this article deals with the suc- 
cess of the Northern States Power 
Company's plan in particular, it 
would not be complete without ac- 
knowledging the work of Mr. T. L. 
Losby, Manager of the Promotional 
Sales Department of this company, 
who developed the plan and is seeing 
it through to success. Other officials 
of the Company from Mr. H. E. 
Young, vice-president in charge of 
sales, down to those who are doing 
field work, have lent their hearty sup- 
port not only to the plan but to the 
efforts of the Minnesota Electrical 
Council in developing a degree of 
cooperation and trade relations which 
is highly gratifying to all. Among 
the pioneers in the field of cooperative 
merchandising in Minnesota, must be 
mentioned the Minnesota Power and 
Light Co. with headquarters at Du- 
luth. To list all others among the 
private and municipal utilities who 
have developed and operated coopera- 
tive plans would require. a story in 
itself, and this story must close with 
the statement that Minnesota utilities, 
contractors and dealers, as well as 
wholesalers and manufacturers, are 
finding the way to maximum results 
by working in close harmony with the 
contractor-dealers’ Council, and the 
Council in turn recognizes its respon- 
sibility for results in giving the utili- 

ties and the public value and service. 
(*Note. This is typical of a great 
many successful dealer setups in this 
territory.) 
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nave vou cor WHAT [T TAKES? 


@ When a ringside fan yells those words at 
Knock-’em-Kold McKarthy, it makes that 
worthy battler feel just like a dealer consider- 
ing his refrigerator franchise. 

For the dealer, too, wonders if he’s got 
“what it takes.’’” Sometimes an experienced 
refrigerator dealer is only too sure that he 
hasn't got what it takes — because his own 
records tell him so. 

There’s a lot of manufacturer talk about 
franchises. One worthy maker says, ““‘We’ve got 
the best onc! We’ve got the best one!”” The next 


worthy maker says,‘‘Here, too! Here, too!’’ And 


@ Independent investigators called on Westinghouse Refrigerator dealers of all sizes in all parts 
of the country, and asked them how they worked and what progress they had made. 

Reports of 101 of these dealers, scattered over 42 states and located in communities ranging 
from 1,200 population to nearly 2 million, are gathered into this book — ‘‘/01 Typical Westing- 
house Refrigerator Dealers Tell How They Work.”’ 


Here is the dealer’s own answer to another dealer’s question, “‘How About Real Net Profits 


on Refrigeration?” 


If the question has come to your mind, let these dealers give you their answers, uncolored and 


based on their own experiences 


Send for this FREE book. Address your request: WESTINGHOUSE ELECTRIC & MANU- 


FACTURING COMPANY, Mansfield, Ohio. 


others join the chorus—making it quiteapparent 
that each must be somewhat biased in favor of 
his own proposition—quite naturally, of course. 

If you are interested in a refrigerator fran- 
chise, whether as a newcomer in refrigerator 
selling or as an oldtimer, we suggest you check 
up on the experiences of over a hundred 
typical Westinghouse Dealers. Their records 
not only indicate what they and hundreds of 
other Westinghouse dealers have done, but 
what any qualified dealer can do — meas- 
ured by the only true and dependable yardstick 


of dealer success — net profits. 








Westinghouse (2. picerctors 
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Roi B. Woolley 


“ANHE good salesman is like a 
good newspaper reporter — 
| everything he sees, hears or 
reads may be news that will point up 
a prospect, and lead to a sale. Like 
the good reporter, he will separate 
the prospect wheat from the news 
chaff. 


Shows, Fairs and Exhibits 


In the early days, when “the idea” 
of automatic heating was being “sold”’, 
equipment distributors and manufac- 
turers took space in shows," fairs and 
exhibits of almost every description. 
Of later years, displays have been 
confined to those shows wherein there 
is a fair possibility of securing more 
direct return. Of this type, the “Own 
Your Home,” the “Model Home Ex- 
hibit” and the like are productive of 
the most worthwhile prospects, partic- 
ularly were there is a substantial ad- 
mission charge. As a producer of 
“names” the average exposition may 
be entirely satisfactory. However, to- 
day, the heating equipment salesman 
would rather dig up his own prospects 
than spend his time running down 
“names” most of which, by the fond- 
est imagination, could never develop 
into potential purchasers of their 
product. 


Civic, Social, Religious 
Organizations 


By and large, the most successful 
salesmen are mixers. Somewhere on 
the person of the chap who is getting 
the business will be found cards of 
membership into the Rotary, Lions, 
Kiwanis or other clubs and civic or- 
ganizations, as well as various Lodges, 
Societies, Guilds and whatnot. True, 
this is pretty expensive missionary 
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Ewing Galloway 


work, but many salesmen will tell you 
it pays. The degree to which it pro- 
duces justifiable leads depends upon 
the man, and the manner in which 
he capitalizes his membership and 
connections. 

Even where a salesman cannot be a 
“joiner” he may be able to secure 
membership lists of clubs and other 
organizations, out of which he will 
find both leads, and information that 
will help him in his sales approach. 

In my town, one of the most active 
members of the volunteer fire depart- 
ment is one of the salesmen previously 
mentioned. Strange, whenever there 
was a fire directly or indirectly con! 
nected with the heating system he is 
Johnny at the rat-hole. And not long 
ago when the chiefs determined that 
expert advice and counsel were want- 
ed in the preparation of a new Fire 
Prevention Code, it was this chap they 
put on the committee to draft it. 
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Building Inspectors, Municipal 
Authorities, Fire Chiefs. 


Most cities and towns require in- 
spection and approval of oil burning 
equipment by local authorities, as well 
as approval of applications for instal- 
lation. True, the contract has been 
placed and the order filled before the 
job comes before the authorities, but 
this does not mean the authorities 
should not be contacted, and devel- 










Running down 
new prospects 
is like running 
down news... 
Here are eight 
more sources of 
leads for domes- 
tic coal stoker or 
oil burner pros- 
pects. 


oped for other business. The town’s 
building inspector can tell you plenty 


about local heating conditions. In 
company with the local fire authori- 
ties, he can make it easy or difficult 
for the heating appliance salesman. 
Not only this, but his experience, 
placed at the service of local authori- 
ties, may prove beneficial in that com- 
munity to the whole heating equip- 
ment industry. 

Finally, proper cultivation of these 
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sources may not only elicit leads for 
residential and commercial installa- 
tions, but it may develop actual or- 
municipal 
stations, 


ders for installations in 
buildings, fire and 
houses of detention, court houses, re- 


police 
pair shops, warehouses, etc 


Personal Canvas—and Surveys 


A manufacturer's 
to show 


representative 
was trying a distributor ef 
heating devices the extent of the mar- 
ket in the distributor’s territory. The 
distributor had advanced the opinion 
that the 
sales possibilities was too optimistic, 


manufacturer's estimate of 
claiming lack of money for invest- 
ment, failure of the building market, 
increasing competition and so on. 
“How do know?” asked the 
manufacturer's man, “have you the 
proof, or are you taking it for granted 


you 


bec ause some of your salesmen claim 
it so2” Then he went on, “Tell you 
what we'll do; let's take two or three 
sections of the city, residential, com- 
mercial and industrial and find 
first hand. Let's start with this build 
ing your right here. What 
heating equipment has it? What have 
you dene to replace it with your 
product . 

The distributor was startled, but 
felt sure somebody had called on the 
owner. However, search of the records 
showed no information, no calls. A 
visit to the basement produced facts 
and figures that warranted an imme- 
diate call on the owner. This Fall a 
complete new heating unit is being 
installed to replace the old—right un- 
der the nose, and the feet, of the dis- 
tributor who hadn’t even thought of 
the prospect he'd practically been liv- 
ing with for months. 

This distributor, thoroughly awake, 
held this up as a“horrible example” to 
his salesmen. He started them out on 
a canvas survey of their territory, us- 
ing a brief questionnaire form which 
was to be filled out for every property 
owner and occupant. The basic idea 
was to build up a complete, up-to-the- 
minute record of as many heating in- 
stallations as could be listed. 

Carefully, street by street, block by 
black, this canvas-survey or census, 
itemized every heating installation. 
Following the method previously de- 
scribed as used by my salesman friend, 
each salesman’s territory was classified 
by: (a) residential, (b) commercial, 
(c) industrial and (d) miscellaneous 
installations. A master-file in the office 
was arranged chronologically, by 
streets, with different colored cards 
for each type of installation. Index 
tabs on these cards were used to in- 
dicate active from inactive prospects. 
Salesmen were provided small loose- 
leaf books containing similar informa- 
tion (they were not permitted to re- 
move the master-cards from the file) 
and following each call they reported 
the results to the office, which data 
was transcribed to the master-card 
and it, in turn, indexed for further 
follow-up as required. 

Another distributor, not having the 
salesmen or employees to conduct a 
personal census, solved the problem 
by employing a local research organi- 
zation. This company, apparently hav- 
ing no selfish motive, whose represent- 
atives bore a card entirely disassociat- 
ed with heating equipment in any way, 
was able to secure the desired inform- 
ation in nearly every interview. True, 


out 


store's in 
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this method is perhaps not as successful 
as having salesmen gather the informa- 
tion because the salesman is actually 
contacting owners and occupants who 
may at the moment be prospects — or 
who may soon be such. Thus he 1s 
saving calls by “pre-introducing” him- 
self. 

Other dealers have obtained this 
data by employing high school stu- 
dents, boy and girl scouts, employees 
of non-competing companies whose 
representatives are contacting owners, 
P. W. A. workers and the like. 


Another method of collecting pros- 


pect data is by means of the telephone. * 


The telephone canvas and survey is 
not new and in some sections has been 
greatly overdone. On the other hand, 
where handled intelligently, it has 
been most successful. Manifestly the 
home owner is not going to give in- 
formation to any Tom, Dick or Har- 
riet who telephones for it, particu- 
larly if he or she obviously represents 
a distributor of heating equipment. 
But the same homeowner may willing- 
ly divulge the information to the Fed- 
eral Housing Authority, for example, 
or to some research or survey organi- 
zation that has a “neutral’’ title, and 


fidential information. The use of the 
mails for survey, therefore, is chiefly 
valuable for “high spotting”’ territo- 
ries and covering districts inaccessible 
to representatives of the dealer or dis- 
tributor. One large dealer who tried 
this method reports that results were 
unsatisfactory until he offered a sim- 
ple premium in exchange for the data. 
Incidentally the “premium” was deliv- 
ered in person by the salesman, thus 
constituting an excellent introduction. 

One dealer has found it possible to 
use the mails by classifying his lists 
according to occupation, and making 
his appeal more personal. For example, 
he lists all doctors and dentists and in 
his questionnaire indicates that the in- 
formation desired is in the interests of 
better health through improving home 
cleanliness and so on. Incidentally he 
has found professional folk — physi- 
cians, lawyers, engineers better pros- 
pects than the average for automatic 
heating equipment. They are quicker 
to grasp the advantages of the health, 
cornfort and convenience in its use, 
and during the depression he, at least, 
has found them better able to pay for 
such improvement than the average 
prospect. 
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IT’S MAMA—SHE SAYS WE CAN START GETTIN’ READY 
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advances a non-selfish reason for want- 
ing it. Light and power companies 
have found the use of their name suf- 
ficient to elicit the information de- 
sired, when questions are properly 
put. One dealer in a medium sized 
city arranged with a church organiza- 
tion which used its name to gather 
the information for which the dealer 
paid $5.00 per hundred names. 


The Mail Canvas and Survey 


The underlying principles govern- 
ing this form of information-getting 
are similar to that of the personal sur- 
vey. Here the best results come from 
employing an “outside” source. In 
spite of the use of a simple question- 
naire (any lengthy quiz defeats the 
purpose), and prepaid return-envelope 
or card, people are generally loath to 
write anything that approaches con- 


The Real Estate Contact 


Like the architect, builder, heating 
contractor, the realtor (as he prefers 
to be called) may be a prospect source 
—or may not. One thing he knows, 
however, and that is the worth of 
automatic heating in house or build- 
ing, both as to increasing sale and 
rental value. Very often he knows of 
the owners intention to re-build or 
replace a heating plant before anyone 
else. He may try to capitalize this 
information by tipping off a particular 
salesman with whom he is friendly. 
Or he may pass the news around gen- 
erally in the belief that if he favors 
all representatives he will retain more 
boosters than if he showed partiality 
to one. In most cases, however, he has 
—or will form—one connection that 
will receive preference. 

A year ago I induced a family to 


move to my town. They wanted to 
rent a small home and I found a real- 
tor friend who got them what they 
wanted. Unfortunately the heating 
plant proved inadequate (one of the 
family was ill part of the year and 
they had great inconvenience in main- 
taining the desired temperature) and 
this fall they are moving. owner 
could well afford a modern plant, and 
the realtor knew it. He has convinced 
the owner that he can secure a higher 
rental figure with an efficient, up-to- 
date automatic heating plant, and the 
owner has agreed to install it. The 
order, | was amused to see, went to 
my friend “the mixer’’— previously de- 
scribed — a brother Rotarian to the 
realtor. 

Many counties have a real estate 
board which publishes property list- 
ings, both houses, stores, etc., on the 
market, and current rentals and sales. 
In some cases this data indicates the 
kind of heating equipment thereby 
furnishing prospect food for hungry 
burner and other stoker distributors. 

A resultful source of leads has 
proved to be contacts with sub-divid- 
ers. As an example, a mid-western 
utility company learned of a very ex- 
clusive subdivision that was planned 
for just outside the city limits. Lots 
sold for $3,000 to $10,000 which in- 
cluded membership in a private golf 
course for the residents, privileges of 
using swimming pools and other club 
features. Building restrictions were se- 
vere and from the architects and real 
estate people the company learned of 
the intention to make the subdivision 
as thoroughly desirable as possible. 
The company was able to secure the 
confidence of realtor and architect and 
through them sold the owners of the 
first houses built its automatic heating 
equipment. From this start, twelve 
other homes were equipped and in ad- 
dition equipment sold to warm the 
water in the swimming pools. With- 
out these contacts the initial order 
would have been lost ; without the ini- 
tial installation, most of the other sales 
would not have been realized. 


Classified and 
Other Directories 


For building a mailing list, and for 
substantiating information gathered in 
other ways, various directories, such 
as the telephone books, club rosters, 
and other membership directories have 
a certain value. The fact that this in- 
formation is available generally is no 
reason why it should not be garnered. 

An Eastern distributor of burners 
found the names printed in black type 
in the classified telephone directory to 
be a good source of prospects. He used 
the telephone book to supplement his 
salesmen’s canvas, authenticate spell- 
ing and address, and telephone num- 
ber. In cases where the men were un- 
able to get to a householder he was 
later able to employ the telephone to 
secure the information. By means of 
the directory he was also able to se- 
cure the names and telephone numbers 
of people living adjacent to homes 
wherein he had installations. 

.From club and association rosters 
he was able to get a line on the stand- 
ing of many prospects as a member of 

@iclusive club is in the aggregate 
a er prospect for automatic heat- 
ing than one who is not. 

(Continued on following page) 
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H. W. BURRITT, Vice-Pres., Sales... G. W. MASON, President... L. E. LATHAM, New York Distributor 


Vly answer ts. 


“Watch NEW YORK!" 


“When I went to Detroit last week, I didn’t know what I was going to 
see. The first thing that impressed me at the Leonard factory was that 
every man I met seemed filled with a new enthusiasm. 

“Then, when I saw the Leonard refrigerator for 1936, I knew why. 
It zs a sensational refrigerator. Sensational in design—sensational in 


features—sensational in performance. 


“Will dealers like it? Will salesmen like it? Will the public buy it? 
My answer is—‘Watch New York!’ ” 


MR. L. E. LATHAM... LEONARD 
DISTRIBUTOR FOR NEW YORK 

















A Christmas Ji ingle 


FOR CASH REGISTERS 


Dealer: “Jolly little Hotpoint man, 
Lean your ear this way, 
Christmas Day is almost here 
And I must make it pay. 





Hotpoint turned the trick last year. 
More help’s needed now! 

Tell me what I ought to do, 

Before you make your bow.” 





Redman: “Since you want to make big dough, 
I won’t let you down. 

Build a big Hotpoint display 

And you'll lead the town. 


Gifts for Mother, Sister, too, 
Sweetheart, Wife and Aunt, 
When it comes to buying gifts, 
There’s no such word as ‘can’t.’ ” 


2 ® as 
PBR $ 


Dealer: “Right you are my little pal. 
I'll start in right now, 
‘i A a] And stock up well with Hotpoint gifts. 
ra iy 4 Thanks! You’ve shown me how. 


Now, give me just another nudge 
And tell me if you please, 

What appliances will give 
Comfort, joy and ease?” 





Redman: “Hotpoint Irons have led the race 
For a decade or two, 

Hotpoint Mixers, Percolators, 
Toasters, Cookers too. 


Coffee Makers, Chafing Dish 
Waffle Irons and Urns, 
For these and other Hotpoint gifts 


Every woman yearns.” 





NATIONAL ELECTRICAL HOUSEWARES WEEK 
DECEMBER 2-7 — PROMOTE & DISPLAY 


GENERAL @ ELECTRIC 


APPLIANCES 


GENERAL ELECTRIC CO., MERCHANDISE DEPT., SECTION E-1911, BRIDGEPORT, CONN. 
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Newspaper and General 
Advertising 


Whether done by the manufacturer 
or the dealer, inquiries from newspa- 
per advertising are usually good. The 
manufacturer may send on leads se- 
cured from his magazine or general 
advertising which may not pan out so 
well as Class A prospects, but while 
returns from local newspaper adver- 
tisements may be few and far between, 
when they do come they are generally 
“hot”— especially if followed up at 
once. 

Discussing newspaper advertising 
with a burner dealer he said he was 
inclined to quit it. “It doesn’t pay,” 
he said,“why, in the past month we've 
had only about six inquiries — in spite 
of the fact that we put a coupon in 
each ad — and not one sale resulted.” 

“What did you do with these six 
leads ?’’ I asked.““Gave’em to the sales- 
man,” he replied. Then I got hold of 
the salesman. “How about those six 
leads the boss gave you?” “Aw, they 
weren't any good. Let’s see, one of ’em 
was away—the house closed—the oth- 
ers weren't interested . . .” That was 
his story. Just for fun I got the names 
(he had thrown the coupons and let- 
ters away) from the records. And I 
found, by checking each one that over 
a week had elapsed before he called 
upon the first lead, and from ten days 
to three weeks had passed before he 
“got around” to seeing the others. 
One wanted the information for a rel- 
ative, who bought of another dealer 
three days after sending in the inquiry. 
Another was from a real estate opera- 
tor whu was building his own home, 
one was from a family that gave up 
the idea of making a change (but 
might have been interested, if followed 
promptly) two not only wrote in but 
had called at the store, but had not 
left their names and by the time the 
salesman had called they had decided 
to buy other makes. I never got 
around to the others, but what I 
learned was enough. It developed that 
this salesman had previously been giv- 
en some “factory leads” all of which 
proved to be from curiosity seekers 
and he had adjudged all inquiries ac- 
cordingly. 

Most newspaper advertising of au- 
tomatic heating equipment is designed 
and prepared to “sell’’ the reader-pros- 
pect, rather than to produce mere idle 
inquiries. Tests of newspaper adver- 
tising of home utilities have shown 
that copy can be prepared that will 
produce returns, both in coupons, let- 
ters and visits to the advertiser's store. 
But newspaper advertising should not 
be judged solely by the direct “leads” 
it produces. And certainly it had bet- 
ter not be used at all if it is not to be 
followed up, and capitalized to the 
utmost. 


Direct Advertising 


Manufacturers of home heating equip- 
ment have, for the most part, been lib- 
eral with their cooperative mail adver- 
tising. How much of this is wasted or 
misused is beside the purpose of this 
article. Suffice to say that when used 
intelligently, as a specific part of the 
selling campaign, to pave the way for 
the salesman, help him get over his 
sales story, help close the prospect, or 
keep him interested for later closing, 
this advertising can be productive. 
Most direct-mail pieces used to ad- 
vertise home heating equipment have 
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4 return-card or envelope. While the 
dealer should not value such advertis- 
ing by the number of returns, he 
should utilize every piece that goes 
out to coax replies and should lose no 
time in following up such inquiries. 
If his mailings fail to offer the right 
inducement and incentive for the read- 
er to respond then he had better not 
send thein out, or if he does, had bet- 
ter use them in limited quantities, syn- 
chronized with visits of his salesmen, 
as “door openers.” 

Mail advertising can be a good 
check on the “liveness” of a mailing 
list by uncovering families that have 
moved. One principle should be laid 
down in this connection: failure to 
respond either in person or by mail to 
an advertisement does not mean that 
the recipient of that advertisement is 
not or wil not be a prospective pur- 
chaser. 


Miscellaneous Sources 


The distributor who wants a list of 
potential prospects without going to 
the trouble to compile it himself, and 
who is not particular whether the 
number include present users of auto- 
matic heating equipment, may be able 
to procure such a list —or a partial 
list — from a company that makes a 
business of furnishing mailing lists. 
There are several such companies and, 
while not all of them provide lists 
broken down by cities or small territo- 
ries, some of them do. 

One large distributor covering 
quite a territory arranged with the 
manufacturer of his equipment to pur- 
chase lists of families im certain in- 
come tax classifications or “brackets” 
and to draw out of this list such pros- 
pects as lay within his territory. With 
this as the neucleus, by means of per- 
sonal and mail follow up he eliminat- 
ed the non-potentials and was able to 
build a valuable prospect-record for 
his entire district. 

Of course, such lists are available 
to competitors and, in keeping with 
all published lists, they have a certain 
ratio of inaccuracy, or error. Lists of 
income tax payers in various groups, 
stockholders in corporations, million- 
naires, automoble registrations, philan- 
thropists, and groups by occupation 
may £ had at reasonable cost. 


Marriage Licenses 


Another statistical source are the 
marriage license records, procurable at 
the County Clerk’s office. These fur- 
nish information not only as to those 
who may be about to set up housekeep- 
ing, but to relatives and parents who 
in turn may be prospects, or who may 
be instrumental in “financing” the 
newlyweds. 

Inasmuch as installations of this 
type of equipment are made in wired 
homes, it is not often amiss to record 
the newly wired residences or build- 
ings as rapidly as electric service is 
installed. If these figures are not avail- 
able at the lighting company, they may 
be secured from contractors, building 
records, by advertising, or personal 

To secure these names a New York 
State dealer offered a premium of an 
electric appliance to every person 
whose home was wired, if they would 
call at his store. This appliance, at- 
tractively wrapped was displayed in 
the window, and mentioned in his 
newspaper advertising. 
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@ You have to be a special calorie-student to 
understand (by heat-language, of course) 
what a calorie thinks about and why he be- 
haves as calories invariably do. So we think 
we're pretty fortunate to be able to give you 
these confidential reports from our friend, 
X. Tracted Calorie. 

X. says that all calories are trained from 
early calhood to know instantly when, and 
where, they’re not wanted. A calorie is ostra- 
cized if he doesn’t do his best to get out of the 
water just as soon as the ice-cube tray is put 
into the refrigerator. It’s a matter of caloric 
pride to try to beat all records. 


We got a look at the record book of the C. A. 








TRAYS 1S TO FREEZE FAST - 
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GETS CONFIDENTIAL 


A. A. (Calories’ Amateur Athletic Ass’n.) and 
every record is held by calories escaping from 
trays and grids made from Alcoa Aluminum. 

The faster the escape, the quicker the ice 
cubes, and that’s what J. Wellington Mixem, 
the demon prospect, is looking for. 

The refrigerator you sell has trays and grids 
of Aleoa Aluminum. The makers put it there 
to give your customer fast freezing. You can 
use the well-known explanation of the superior 
heat conductivity of Aluminum if you want. 
But it’s nice to know, too, what the calories 
themselves think about it. ALUMINUM COM- 
PANY OF AMERICA, 1860 Gulf Building, Pitts- 
burgh, Pa. 





ALCOA:-ALUMINUM 
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By 
Lars 


EKkwur 


A year ago Lou Maxon’s Muskegon, Mich., appli- 













ance store was an experiment in design and selling 


methods ... Today it is a $100,000 a year actuality 


YEAR ago we ran the page, 
pictured above, on Lou R. 
Maxon’s Muskegon, Mich., 
appliance store. Then it was an idea! 
Now it’s a $100,000 a year actuality 
and it’s still growing at the rate of 
50 per cent per year. 

From January through August, 
Bud Fischer, energetic young man 
ager, has moved 150 refrigerators, 70 
washers, 30 cleaners, 25 water heaters 
and 175 ranges in a town where na- 
tural gas rates run far below electri 
city. Certainly an idea turned into 
dollars and cents. 

“Certainly the store itself—dull red 
floor, dark corkboard walls and ceil 
ing, panelled lights and a striking win 
dow framed in red-gold copper—is 
beyond the financial capacity of the 
average dealer,” said Bud, “but, after 
all, it’s not the store but the product 
and the merchandising effort that 
makes the sales. 

“I try to use to the utmost every 
asset we have. Our store is good, darn 
good, so our salesmen are instructed 
to bring the prospect in; not even 
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try to sell them an appliance in their 
homes. In the same way our floor 
demands an expert sales closer so we 
have Mrs. Lindquist who is not only 
unusual in that she is an excellent 
saleslady but the very fact that she is 
a woman fits in with the modern, 
unusual, type of store we have. That 
is what I call squeezing one’s assets 
for every drop of profit. 

“The idea is applicable to any deal- 
er and costs nothing. Maybe he has 
an unusual window, perhaps he has 
an excellent service man, perhaps he 
coaches the high school ball team. 
Those are selling assets around which 
an entire sales plan may be built as 
ours is built around the effect of the 
store.” 

“Here's how we work it. We aim 
first at getting the prospect into the 
store. For instance, I find some gadget 
like the paper vacuum cleaner bag 
which Harry Ames is showing Mrs. 
Lindquist in the picture. Then the 
salesmen use it to build interest in 
the store and to get into the women’s 
kitchen where he can make an eve 





— the 


Here's a sample of the crowd that Lou Maxon's Muskegon store attracts to a 
cookery demonstration on ranges, refrigerators or mixers. Note the resemb- 
lance to the theotre stage which heightens the showmanship of the demonstation. 









This couple—prospective purchasers—oare looking over an electric refrigerator. Actu- 
ally, they were sold a ronge—a tribute to the efficacy of mass display and sugges- 
tive selling of reloted items. 





The paper vocuum cleoner bog which Horry Ames is showing to Mrs. Lindquist 
is just one of the business-building ideas used at lov Maxon's Muskegon store 
to interest women in home appliances. 
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survey of her electrical equipment. 

“Before he leaves he hands her a 
card which he says will entitle her to 
a little gift if she stops in the store 
when she gets down town. Women 
are both bargain hunters and curious. 
We don’t tell them what the gift is 

to find out they just have to come 
to the store.” 

The gifts are simple and inexpen- 
sive; small pickle forks (2 cents 
apiece), hang up packages of wax pa- 
per sheets (3 cents), and various 
other little doodads of an unusual, 
not-to-be-found-in-stores, and useful 
nature. The vacuum bag costs 12 
cents and the salesman only spent 15 
minutes, on the average, with the 
prospects. 


$2,500 Business 


When the prospect reached the 
store she handed over the card on 
which the salesman’s name and the 
appliance needed was marked. If he 
was in he went to work. If not, the 
woman was turned over to Mrs. Lind- 
quist. From 144 such calls with the 
paper vacuum bags over $2500 worth 
of business was directly sold. 

“But we don’t stop there,” said 
Bud, “after that first sale we have 
gained an active salesman for the 
product if we cultivate the prospect. 
That’s why we pay so much atten- 
tion to our cooking school. Seventeen 
per cent more range than refrigerator 
sales so far this year show how im- 
portant it is to keep that user com- 
ing in. 

“This spring I got a local butcher 
to cooperate with me. He instructs 
the school on how to buy and prop- 
erly cook cheap cuts of meat on an 
electric range. To illustrate how 
toothsome and delicious these cuts 
may be we buy enough to sample the 
entire audience. Most important is 
that these schools are offered to a 
very restricted invitation list. The au- 
dience is so divided that range users 
and sizzling prospects are about even. 
An attempt is made to ask users that 
are friends of the prospect and to see 
that they are seated together.”” This 
picture shows a typical attendance on 
a night last March. Among that 
crowd were seven range sales which 
were made right after the meeting. 

“Talking of range sales—do you 
see that couple over there looking at 
the refrigerators up on that red vel- 
vet stand? They are being sold an 
electric range. It's another example of 
taking advantage of every asset. 

“We set that display up with the 
bottom of Hotpoint and General Elec- 
tric open in order to offer a display 
comparison between the conventional 
type and the sealed-in-steel units. 
It certainly worked because we sell 
10 General Electrics to every Hot- 
point now but the salesman is using 
the display right now to sell those 
people on General Electric quality. In 
a minute they will go back and look 
at the range in the electric kitchen.” 

Fifteen minutes later Mr. and Mrs. 
Murray (see picture) signed a con- 
tract on a range. 

As this reporter was about to leave, 
Bud Fischer told one of his favorite 
stories, how at the critical moment 
he sent out for a two-inch steak, 
cooked it then and there, and its thick, 
juicy, succulence closed the sale. 
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This familiar label identifies the 
use of genuine Armco INncot Iron 
in washing machine tubs and 
other porcelain enameled appli- 
ances. Experienced buyers always 
look for it. Do they see it on the 
products you sell? Ask your 
manufacturer about the sales- 
quickening Armco label. 


TELL YOUR CUSTOMERS! 


Your customers will enjoy the “Happy Harry” broadcasts 
of the American Washing Machine Manufacturers’ Associa- 


PORCELAIN 
ENAMEL 





coast network. Entertaining and educational. 
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tion—every Tuesday and Friday morning over a coast-to- 





HE BEAUTY and serviceability of the 

porcelain enamel on the washing 
machine tubs you sell is far more than 
skin deep. Much depends on the base 
metal beneath the lustrous, glass-like 
finish. If it is Armco INcot InéN—“the 
world’s standard enameling iron” —then 
you and your customers can rest assured. 

These are things that you will want to 
know, that affect your sales curve . . . 
Armco Incort Iron is not only the orig- 
inal porcelain enameling iron—it is the 
most improved and highly-perfected 
base metal available today. Its high 
refinement and consistent uniformity 
contribute importantly to flawless porc- 
elain enamel. Even more the scientific 
processing of Armco INcort IRON insures 
strong, lasting adhesion of the porcelain 
enamel. 

And here is another powerful recom- 
mendation: Armco INcot IRON is known 
to millions of people as the finest of all 
metals for porcelain enameled appli- 
ances. Twenty-one years of continual ad- 
vertising in popular national magazines 
and radio broadcasting have convinced 
people that there is no metal like Armco. 
They believe in it, trust it, want it. 

To make doubly sure that Armco 
Incot Iron is used in the tubs of the 
washers you buy, specify it by name to 
the manufacturer. Then you can use a 
tested talking point that really carries 
weight . . . that gives you along with the 
other attractive features of modern 
washing machines an additional power- 
ful sales lever—another opportunity to 
close sales quickly. 

Write for a copy of that useful dealer 
booklet: “How Porcelain Enamel Can 
Help You Sell More Profitably.” The 
American Rolling Mill Co., Executive 
Offices, 703 Curtis St., Middletown, Ohio. 


ARMCO 


PORCELAIN ENAMELED ON ARMCO INGOT IRON MEANS LIFETIME BEAUTY AND USEFULNESS 
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On the RECORD 





James Parker, major appliance manager for Weiboldt’s department 
stores in Chicago has persuaded his management to open up two 
appliance selling branches. Here are salesmen F. W. Smithberger, 
M. W. Ellen, R. H. Grayson, L. C. Bartholomee, C. E. Smith, Jr. and 
G. R. Smith surrounding W. D. Ward in charge of the Oak Park branch. 





“Ernie” Russell (center) of the E. E. Russell Electric Co., Tucson, Ariz., 
out delivering a couple of refrigerators to a dude ranch on the desert. 
Cold canvassing is the rule for Russell even though it means going 
through plenty of hot sand. Last year they had a big quota and doubled 


it in seven months; this yeor is even better with 80 boxes in a single 
month as a record. 


“WILLIE VOCALIT ‘ 
* The Mechanical Man 


tly J.M.BaRn. 
u ad \ 





The Westinghouse Works at East Pittsburgh held a “Family Day” re- 
cently which consisted of tours through the plant, exhibitions, dem- 
onstrations of home appliances and a lot of human interest stuff like the 
Mechanical Man seen in the picture. More than 35,000 came to the show. 
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The Brooklyn Edison Co. New 
York, launched what promises to be 
one of the foremost range promotions 
of the country at a dinner and exhibit 
for more than 500 dealers, distribu- 
tors, recently. 

The meeting opened with displays 
by Crawford, Estate, Hotpoint, Kel- 
vinator L. & H., Manion, Nesco, 
Norge, Standard, Universal, Waldorf, 
and Westinghouse as well as many 
exhibits by the power company illus- 
trating the advantages of electric 
cookery. 

John C. Parker, President, Brook- 
lyn Edison Company said he had been 
converted to the*electric cookery idea 
and announced that rates have been 
adjusted to a promotional level. They 
are 10c for the first 10 K.W.; 5c for 
the next 35 K.W.; 4c for the next 
40; 3c for the next 40; and 2c for all 
over this figure of 125 K.W. Mr. 
Parker closed with a promise that 
for the Ist year the company would 
not take away more than 1% or 8,000 
of the gas companies’ customers. 

Charles L. Harold, general sales 
agent, quoted figures which indicated 
that 10,000 primary customers (now 
using more than 125 K.W. and resi- 
dent in 1 and 2 family houses) and 
42,000 secondary customers (now us- 
ing more than 70 K.W. and resident 
in 1 and 2 family houses) were im- 
mediate prospects for dealers. 

He pointed out that in Brooklyn 
the average rate would be 3 cents or 
less and that Brooklyn Edison’s pol- 
icy of refraining from merchandising 
appliances would continue in effect 
for at least two years to give the 
dealers an opportunity to show they 
had the push. 

An important part of the program 
according to E. A. Holmberg, sales 
promotion manager, is to be a coop- 
erative training school for dealers and 
their salesmen to be held in the audi- 
torium of the Electrical Association 





C. A. Russell, sales manager of 
the Wesix Electric Heater Co., 
San Francisco, reports that space 
heater sales are increasing by 
leaps and bounds. He visited job- 
bers and power companies in the 
east recently to introduce the 
heater nationally. 


of New York. The program is to be 
conducted by educational experts of 
eight foremost range companies work- 
ing together to teach the sale of elec- 
trical cookery, not of any particular 
make. It will consist of six to eight 
meetings. 

Newspaper ads, he said, will stress 
low rates and the education of the 
public on electric cookery, with the 
attention of readers directed to the 
dealer. A direct mail campaign will 
follow to dig up prospects for dealers. 
In addition, sales closers from the 
power company will be available to 
dealers on request and home econo- 
mists will be on tap for demonstration 
and for teaching the customer how to 
use the range after it is purchased. 
Even the 9,000 employes of the com- 
pany are to be enlisted to turn leads 
over to dealers. 

Pierre L. Miles; Chairman, Na- 
tional Electric Range Committee- 
showed an estimate of the range ac- 
ceptance by the public using the well 
known three section typical sales curve 
of any industry.. This curve shows 
three definite sections called the de- 
velopment period, the profit period, 
and the replacement period. His analy- 
sis demonstrated that in all probability 
range sales are just entering the profit 
period when public acceptance shoots 
the sales curve sky high in a short 
period of time. 


W. T. Reace of Commonwealth 
Edison Co., Chicago, who ought to 
know, declares that electrical refrig- 
erator trade-ins are not yet coming 
in on 5 per cent of the sales. Next 
year's drive, he prognosticates, will be 
built around food economy. The idea 
clicked heavily in last season’s activi- 
ties. Heavy advertising of 8 cu.ft. 
boxes during the past season, he opines, 
was not due so much to public swing 
to this size as to the fact that dealers 


George Whitwell (left), vice pres- 
ident of the Philadelphia Electric 
Company, and H. W. Burritt, vice 
president of the Kelvinator Cor- 
poration, at the speaker's table 
during the dinner given by Ray- 
mond Rosen, Philadelphia distrib- 
utor. While at the right — 
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The official dinner given by the Brooklyn Edison Company to mark their entry into the electric range business was attended by more than 500 people 
in the industry. The announcement of the new promotional rate, advertising plans, dealer cooperative set-up and review of range potentialties in the 


metropolitan market were the subjects taken up in speeches by Brooklyn Edison executives and manufacturers’ representatives. The story of the 
meeting appears on the opposite page. 


stocked them heavily and grew pan- 
icky when a long cold June came on. 
The 5% cu.ft. box is the staple with 
Commonwealth Edison, in his opinion, 
although the trend is going upward 
as it becomes generally known that 
larger sizes do not necessarily mean 
larger consumption of current. 


A new “Half Price” rate on elec- 
tric service is announced by the Utah 
Power and Light Co., effective Oct. 
1, 1935. This permits a rebate of 50 
per cent on all current used over the 
amount purchased during the corres- 
ponding month of the “base period” — 
i.e., during the twelve months ending 
with June, 1935. A new “Objective 
Rate”, available when the customer’s 
use of current justifies, provides for 
a bill of 90c for the first 11 kw.-hr., 
then 5c per kw.-hr. for the next 25 
kw.-hr., 24c for the next 164 kw.-hr. 
and 1'%4c per kw.-hr. for additional 
consumption. An individual letter to 


—The host, Raymond Rosen, lis- 
tens intently to one of the speech- 
es at the dinner given to 1,500 
dealers and salesmen. Prominent 
electrical men from many parts 
of the country attended the din- 
ner which marked the opening 
of the new Rosen headquarters. 





consumers and extensive advertising 
have been used to introduce the new 
rate. 


Los Angeles has recently had an 
epidemic of household fairs. Robin- 
son’s held a Radio Show on their 
fifth floor. Barker Bros. staged a 
week's Kitchen Fair, with daily events 
by home economists from the local 
newspapers and utilities. A demonstra- 
tion of “the electric eye”, an exhibit 
illustrating the development of the 
vacuum cleaner, the smallest and larg- 
est washers in the U. S., the two old- 
est electric ranges still in use (a 
Southern California Edison exhibit), 
the original “Dumbell” refrigerator 
manufactured in 1910 and still in 
good working order, and dozens of 
demonstrations of electrical equipment 
were among the attractions. The en- 
tire seventh floor was given over to 
the event. Bullock’s took advantage 
of National Furniture Week, Sept. 
30 to Oct. 5 to hold an exposition 
throughout their store which they en- 
titled “In the Making’. In the elec- 
trical department this took the form 
of demonstrations of electrical equip- 
ment. 


In the beehive topped Straus Build- 
ing in Chicago new faces among stok- 
er manufacturers popped up in the 
Modern Coal Heating Exposition 
held September 28 — October 13. The 
activity, sponsored by the Chicago 
Coal Merchants Association had such 
stokers on the floor as Kol-Master, 
the Eddy Stoker, the Stokermatic, the 
Fairbanks-Morse automatic coal burn- 
er, the Stoker-Ola, the Whiting, Sto- 
kol, Combustioneer, the Even-Heat, 
the Iron Fireman, the Link-Belt and 
the Auburn. A steady procession of 
flat and home owners saw the ex- 


hibit. 


Seattle, Wash., is the largest user 
of electric ranges and the best light- 
ed city in America, announces the City 
Light department of that city, re- 
porting more than 45,000 ranges in 
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At the first dealer meeting in Chicago where the new $49.50 Hoover 
cleaner was introduced to the appliance trade: On the right, H. Earl 
Hoover, vice president of the Hoover Co., and Elmer Weiboldt, presi- 
dent of the Weiboldt Stores, Chicago. Sales on the new cleaner are 
already beyond expectations, according to reports from the field. 


use in Seattle homes. This informa- 
tion accompanied a page ad on home 
appliances on display during October 
in the “Electrical Modernization Ex- 
hibit” in the recently opened display 
rooms of the new City Light Build- 
ing. 


At a recent meeting of the Electric 
and Radio Association of Kansas 
City, C. F. Farley of the Kansas City 
Power & Light Co., had the luck to 
win the prize. The irony of it was the 
prize turned out to be qa Pin-It-Up 
lamp, and C. F. Farley, like Ed 
Wynn and his jokes, has a million 
more of them back where he works. 


A group of unemployed men have 
been put to work by the Public Ser- 
vice Company of Colorado, sell- 
ing lamps to the housewives and mer- 
chants of Denver. Married men in 
need of employment have been select- 
ed by preference and these are fur- 
nished with a blue arm band for iden- 
tification and with a carton of lamps 
as a sample. No money is involved 
in the transaction on the housewives’ 


part — she places her order through 
the man who calls, and the power 
company delivers the lamps and 
charges them on her next lighting 
bill. An advertisement announcing 
this service under the headline 
“Watch For the Man with the Blue 
Arm Band” preceded the city-wide 
canvass. 


Packaged ice, wrapped in a sani- 
tary waxed package, and delivered by 
a vending machine when you put your 
money in the ‘slot, is the form 
which ice competition has recently 
taken in Phoenix, Ariz. As Phoenix 
has this season experienced the best 
year in its history in electric refrig- 
eration sales, the electric dealers are 
not worried. 


The following wholesalers have 
been appointed to distribute Horton 
washers and ironers in their respective 
territories : 

Aitken Radio Corporation, Detroit, 
Michigan; The James Bailey Com- 
pany, Portland, Maine; Baldwin- 

(Please turn to page 42) 
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NO SLIP - NO STRETCH 
AND LASTS TWICE AS LONG 


- that’s why this new Goodyear Washing 
Machine and Refrigerator Belt makes 
contented customers 






















rYN\vE longest-lived, lowest-stretch belt 
+ pn built for washing machines and 
refrigerators is the new type Goodyear 
Replacement V-Belt. 


In brutal tests under hardest service con- 
ditions it lasted twice as long as any belt 
tested against it — with practically no 


stretch or slip! 


Because it doesn’t slip it gives long, quiet, 
peak-efficiency operation on these exact- 
ing small pulley drives that satisfies cus- 


tomers — keeps them 





friends. Service-proved Goodyear 
Products that build a 
Specially built for Suapons Ge NO STRETCH —after stretch- 


. : life tests duplicating hundreds 
these appliances FRACTIONAL ess yrs gprs 


HORSEPOWER V-BELTS engineers find new Goodyear 


The secret of this belt’s Belt has not stretched 


for single groove service on 
record-breaking per- light machinery drives A h . f m h ' € th 
. ae : nother important feature is the completeness of the 
formance isitsunique, (aii ae aes ai P 


Rin sitchin diihiene line. Goodyear Replacement V-Belts are made in correct 
sizes for all models of all leading makes of washing 


machines, refrigerators, water coolers and ice cream 


Goodyear-originated 
- 


construction. The load 
Made by the makers of 


is carried by a high- Goodyear Tires 





; cabinets. Put in a stock and 
tensile endless cord, 





Elastic Envelope tokes the wear 


thoroughly impregnated with liquid transmits load to the heavy waten your belt business grow. 














For complete information and 
prices, write Goodyear, Akron, 
Ohio, or Los Angeles, California. 


rubber, and located at a point where 





there is the least distortion in flex- 





ing. This construction eliminates 








the internal friction encountered in 








multiple-ply belts, and minimizes section 














stretch. 
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By 
Gerald E. 


Stedman 


ET me tone this tenth epist 
you appliance merchant, 


dwelling upon the wond¢rs of 


that marsupial mammal with it 
prehensile tail — the opossum. Tt 
dramatizes one of the great principles 
of merchandising—the survival of the 
fleetest. Not because it is the opos- 
sum’s habit to feign death when at- 
tacked, from whence came the ex- 
pression “playing ‘possum” (which 
you and I like so well to do at times); 
but for another stranger reason—the 
tough spot in which it places its young 
at birth. 

Here’s the dilemma. Mother opos- 
sum has only 12 nipples. Her young 
live in her pouch where they cling 
to said nipples for six weeks after 
birth. But the opossum has litters of 
eighteen. The first to grab hold, cling 
on, are nourished for six weeks and 
live to dodge the colored race. But the 
slowest six, arriving late to find the 
connections well opossumed, die. Boy, 
you've got to run fast when you wake 
up to find you are an opossum. 

We merchants must watch out that 
we are not thus opossumed when 
changing seasons shift the course of 
consumer demand. If we are caught 
napping when the big race starts and 
wake up to find traffic passing by our 
door, rather than through our door, 
we may not survive. There is scarcely 
enough business to go around, even 
though reports from 2,104 appliance 
dealers on my desk show that 90 per 
cent believe business has improved. 
Chere is still the survival of the fleet- 
est going on— and at no time more 
certainly than during that transition 
trom hot enervating summer months 
to the cool, crisp days of fall and early 
winter. You can’t nip off the juicy 





A crowd watches a window 
demonstration at the Geo. 
H. Belsey Company, San 
Francisco. 
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profits from fall selling with the same 
methods you have used during sum- 
mer. And this is one of the most dis- 
asterous mistakes which some mer- 
chants make! 

Many times before now I have 
dwelt upon the differences between a 
dealer and a merchant and of the im- 
portance of changing to the latter. A 
fact seldom realized, is that to be a 
good merchant, one must change his 
pace with the seasons, for each brings 
about consumer conditions that seri- 
ously effect the selling methods he 
uses. In fact then, unless one realizes 
these changes and sets his practise up 
to fit them well in advance, merchant 
that he might be the rest of the year, 
he becomes a listless dealer for the 
season in question—one that awakens 
a regret the lost sales, lost customers 
and lost profit which might have been 
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and let the People SEE 


gained were he more on his toes. Con- 
sider, then, the survival of the fleetest 
which is much more. essential at 
the start of the fall season than any 
other period of the year. 

I can get at this change that occurs 
best by giving you the results of two 
surveys I have made. The first, with- 
in four representative city blocks of 
middle class homes during hot August 
days, indicated that 78 per cent of 
housewives were home but that only 
16 per cent had been downtown shop- 
ping. 

The second, in the cool days of ear- 
ly October indicated that 94 per cent 
of housewives were home and that 92 
per cent of them had been downtown 
shopping. To analyze a little further, 
in August the average housewife made 
less than .08 trips downtown per week 
(catch that decimal because it means 





that only about one in twelve got 
downtown during hot days) ; while in 
October the average housewife makes 
.82 trips downtown per week. In oth- 
er words, compared with one out of 
12 housewives on business streets in 
August, there are eight out of twelve 
housewives doWntown during Octo- 
ber; an increase in trafic flow to- 
wards your store of about 800 per 
cent. 

Further, there are nearly seven 
times the women who shop downtown 
on fall days as compared with those 
who dare the discomfort of melting 
asphalt pavements in summer. Does 
that give you a clue to the need for 
changing your selling practise during 
the fall and early winter season? Well 
it should! 

To go a bit further into this little 
appreciated change in business traffic 
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—one of the greatest pleasures in all 
the world to the average housewife 
is to window shop. More often than 
not, she takes an afternoon off to do 
that than to go to a movie. It is her 
news, her life and the way she keeps 
up with the world. But summer heat 
denies her this privilege. She stays 
home. And if you are a smart appli- 
ance merchant, knowing this, you 
build up your outside selling effort 
during summer to compensate for the 
fall in store traffic. Then comes 
the energizing crispness of some frost- 
seasoned fall morning that sends a 
surge of reawakened desire to shop 
through the veins of your wife and 
mine. And, with a summer of denial 
past, they splurge into the business 
districts with great gusto, letting the 
housework slide in their hurry to catch 
up on shopping delights. 

n, if you are a smart merchant, 
you draw in your emphasis upon out- 
side selling and begin to make your 
store so attractive as to draw this 
increased trafic into your store. Of 
course, if you are an ordinary dealer, 
you will let the summer’s dust ac- 
cumulate. Your stock will be in the 
same position it always was. Your 
windows will be crowded with unre- 
moved Mother’s Day signs and fly- 
specked displays. You'll make it so 
uninviting that all this increased traf- 
fic will pass you by and you'll scratch 
your head in consternation as to why 
your store traffic hasn’t improved. 

It is well to constantly study the 
seasonal course of the typical appliance 
sales. Let me pitch a few incontro- 
vertible facts at you which may be the 
source of confusion in overlooking this 
change in traffic flow between summer 
and fall. I have the results of a study 
among 25,000 refrigerator owners be- 
fore me which indicates that in the de- 
cision to buy, the husband played a 
55.6 per cent and the wife a 38.1 per 
cent part. But in initiating the pur- 
chasing interest, the wife played an 
86 per cent and the husband a 11 per 
cent part. Of course, few husbands 
stick their heads out enough to en- 
courage their wives to buy, since they 
are usually overwhelmed with the ne- 
cessity of paying for what has already 
been bought. It is equally true that the 
wife, then, is the one who cultivates 
the wish, which she finally helps the 








e In the first six months of this year Hotpoint Refrigerator Dealers 


doubled their business over the corresponding period of nineteen husband decide to buy. So, in sales 
making, the wife marks the spot of 

thirty four. Next year will be another record-smashing year of profits first merchandising attack. 
Another statistic from the same 
—with an even greater line of models, increased advertising schedules study — 64.9 per cent of these refrig- 
erator sales were closed in the home, 
and even more intensive sales cooperation! @ Join up now and share the remainder at the store. But 82 
per cent of women came ‘~~ store 
. 26! F : . . . sss before the sale was closed. at cer- 
the profits in 1936! For details write Hotpoint Refrigerator Division, tainly indicates that store selling, in 
Specialty Appliance Dept., Section EM-11, Nela Park, Cleveland, Ohio. the approach phases of sales making, 


plays an important .part. And what is 
true of refrigerator merchandising is 
pretty generally true of any major 
electric appliance. 

It is true that the husband, at work 
throughout the daylight hours, is hard 
to approach and seldom has the chance 
to get to the store. Yet, holding the final 
financial dicision, he must be reached 
at night at the home. Thus, the alert 
merchant places such unusual empha- 
Manufactured by sis “en outside selling oo Goek 

. out t year, as report F 
General Electric merchants of all leading companies 
and appliances, the comparison of vol- 
ELECTRIC REFRIGERATORS _| Se ty 5 3imco fom or 
sales and 49 per cent from outside 
selling. And, in the strength of this 
wise practice, is also its weakness be- 
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By FRANK B. RAE Jr. 


last summer, a squall came up, 

tossed us around a bit, and the 
old tub sprung a leak. Of course there 
was nothing aboard to bail with, as 
quick search of lockers revealed—it’s 
amazing how that bailing pan and 
bucket can disappear off a sail boat! 
The only thing we found that would 
hold water were some empty beer 
bottles which I eyed speculatively. 
“You can't bail a boat with a bottle,” 
said one of the men. “Can't, eh?” 
said another, then neatly knocked the 
necks off the bottles against an iron 
cleat and handed us some very ser- 
viceable dippers, by diligent use of 
which we kept afloat. 

* * 


S= NG on Great South Bay 


The incident came back to memory 
as half dozen of us were informally 
discussing appliance sales financing the 
other day. One of the men remarked 
that “Finance is the bottle neck of ap- 
pliance sales,” and I said “Why not 
knock the neck off the bottle?” 

Which is something that has to 
be done—and soon. 

This is no new problem. I recall 
that as far back as April, 1926, Elec- 
trical Merchandising carried several 
lead articles on the subject. The situ- 
ation at that time hinged about the 
high cost of accomodation. There 
were in existence some 600 finance 
companies, with 600 different methods 
of operation. On only one point were 
they in agreement, and that was the 
matter of charges—they demanded and 
received 22 per cent for handling the 
paper. This was altogether too much 
of a premium for many customers to 
pay and also too much of a drain on 
the smaller merchants. The larger 
ones, strongly financed, carried their 


own paper and made a very good thing 
out of it, the utilities also, but the 
little fellow was throttled and a large 
part of the market—by far the larger 
part of the market, to be exact—was 
dried up. 

The situation was temporarily sav- 
ed by the boom. For a while you could 
sell anything at any price. I know 
of one large manufacturer of vacuum 
cleaners who was entirely sold out 
during a boom-time Christmas season, 
and of a fair sized washer maker in 
Cleveland who discounted trade dis- 
counts and sold his machines at re- 
tail off the factory shipping platform 
to people who paid cash and carried 
the washers away in their own auto- 
mobiles. Those were the happy days! 

But now, after the intervening 
years of subnormalcy, we are pretty 
much back to where we were 9 or 10 
years ago. Conditions, of course, are 
different but the problem of financing 
small dealer installment sales is again 
the bottle neck. 

* * 7. 

Two present facts must be born in 
mind. The first is that the big com- 
munity market is fairly well saturat- 
ed, volume sales more difficult, and 
hence the tremendous crew operations 
of the past, centering in metropolitan 
areas, can hardly be expected to be 
duplicated. The second fact is that 
the smaller outlets which serve outly- 
img communities, small towns and ru- 
ral populations not only are in touch 
with our biggest present potential 
market but are today selling some- 
thing like 60 per cent of electrical 
merchandise. And they’d sell much 
more if they could knock off that 
bottle neck of finance. 

Well, why can’t they? 
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Yr ou Can't Bail a Boat 


with a 
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One reason is that past philosophy 
of installment financing based the ac- 
comodation upon the credit of the 
merchant. His operation is compara- 
tively small, his credit obviously limit- 
ed, and so, with sales fairly going 
a-begging, he must throttle down and 
watch the customers go by. Small 
dealer business in major appliances 
could be increased from 50 per cent 
upward if acceptance of paper were 
based upon customer credit instead of 
dealer credit. And why not? 

Customers in outlying territory are 
seldom fly-by-nights. They may not 
have much cash money and hence may 
be what credit men term “slow pay”, 
but the vast mapority of them are 
rooted to their communities, are basic- 
ally honest, frugal and prideful. This 
writer was told in confidence of a 
utility operation in outlying territory 
where something like 1,000 major ap- 
pliances were placed out on no down 
payment, no credit investigation other 
than the word of the salesman that 
the customer enjoyed good repute 
among his neighbors: the losses were 
insignificant. 

Not that the writer recommends 
such an operation as standard prac- 
tice. Lax credit breeds lax customers 


* just as brutal collection methods breed 


repossessions. Many an unfortunate 
who couldn’t pay on the nail, because 
of sickness or death, loss of employ- 
ment, crop failure or other misfor- 
tune, has tossed appliances back on the 
dealer’s hands because he was harried 
and bullied and made to suffer by a 
cold-blooded collection system predi- 
cated upon the assumption that he was 
a congenital dead beat. Such a custom- 
er is probably a better credit risk in 
adversity than he was before, which 
statement is not so foolish as it sounds 
when you come to think it over. Tact 
is the best collector. 

Quoting personal experience, I have 
known but two deadbeats in my life 
but I have seen manv victims of un- 


TLE 


wise credit of whom I myself am one. 
Given health and earning power we 
victims of too-eager credit men will 
wangle our way out and pay for our 
dead horses. As one prominent offi- 
cial of a finance company said, “Cred- 
it losses are not worth mentioning”. 
* 7 =. 

What is the solution? 

It is either Government or utility 
credit relief for the small dealer— 
who, I repeat, represents some 60 per 
cent of the appliance distribution to- 
day and who might represent a great 
deal more of he could swing the sales 
he so easily can make. 

The old time finance company is 
out because it demanded exhorbitant 
rates and resorted to every method, 
including thievery, to make collections. 
The bank is out because it has forgot- 
ten, if it ever knew, what it is in 
business for. The lads in Washington 
are tossing the billions around and 
are a great temporary help. 

The real answer to the small dealer 
finance problem is, we believe, the 
utility. It has the power and is in the 
strategic position to develop its load 
by taking over the burden of, appli- 
ance installments. Financing sales 
through dealers costs the utility less 
than making sales direct. And such 
dealer sales are practically velvet be- 
cause the outlying neighborhood and 
small town dealer knows his com- 
munity, knows of the sales opportuni- 
ties, knows the moods and prejudices 
and language of his people far better 
than any utility executive can pos- 
sibly know them. With load building 
as the utility’s life-belt, their financ- 
ing of appliance sales is as inevitable 
as salt on eggs. 

For the utility is somewhat in the 
position of that decrepit sailboat which 
sprung the leak. In the utility’s 
case its “leak” consists of higher taxes, 
higher costs, lower rates. To save 
the ship you’ve got to bail—and you 
can’t bail with a bottle. 
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BEWARE 


the Unprofitable 
Bargain Fiend 
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There are two kinds of tough customers, the one who 
won’t buy anything but a “‘bargain”’, and the one who 
wants what she wants, and won’t take anything else. 


The bargain fiend is the worse of the two, you’ll prob- 
ably agree, because she won’t even come in unless she 
sees a “50% off” sign. Then she buys only the loss 


leader and walks out on you. 


TIME readers are tough customers too, but they are 
of the second type. They know what they want, and 
have the money to pay for it. Among the things they 
want are the products they see advertised in their 
favorite magazine, TIME. They are too intelligent to 


accept low grade substitutes. 


And remember this about TIME readers. Tough cus- 


tomers or no—they are your best customers. 


TIME 


The Weekly Newsmagazine 











PAGE 28 


cause, failing to see the part which 
the woman plays in initiating purchas. 
ing interest and failing, further, to 
see how cool weather encourages her 
to increase her window-shopping trips 
downtown, the merchant may con- 
tinue to place great emphasis upon 
outside selling effort without dang 
much to make his store more atirac- 
tive when the summer turns to fall. 

From a fractional study I mase last 
year, it seemed to be indicated that 
the average woman increased ker shop- 
ping trips downtown as the weather 
grew colder; reaching the point of 
shopping satisfaction abourc the mid- 
dle of November when, perhaps be- 
cause of the home responsibility of 
getting ready for Thanksgiving din- 
ner, her frequency of shopping trips 
per week declined. So November cli- 
maxes the change and by that time 
the alert merchant should have com- 
pletely renovated his store atmosphere, 
arrangement and floor display with 
the thought of giving his store appear- 
ance an entirely new dress to catch 
the eye of the greatest percentage of 
this great traffic increase who, going 
by his store, make his problem one 
of magnetizing it into his front door. 
If he doesn’t do this, he may find 
himself opossumed by some competitor 
down the street who has beat him to 
the nipple from whence starts all vol- 
ume flow. 

Often, in writing these articles, I 
wonder if readers realize the infinite 
effort and expense that is expressed 
in ferreting out all these market stud- 
ies which finally blossom forth in 
simple, revealing and all - important 
statistics. Don’t kid yourself — they 
cost time and money and are worth 
paying attention to. With that said, 
here is just one more important find- 
ing. Exactly 81 per cent of women 
queried said one of the prime deter- 
mining factors of the store from which 
they bought was its appearance. The 
fact is that the appearance of your 
store front, the neatness of your win- 
dows, the brightness of your lights, 
the appeal of your interior arrange- 
ment, the neatness of your floor dis- 
play, the cheerfulness of your walls 
and the freshness of your interior 
signs are as distinct an element of 
_ success as the merchandise you 
sell. 

During the past month, I have been 
in 68 appliance dealer stores and ex- 
actly 39 of them left much to be de- 
sired and a whale of an opportunity 
for improvement — in just the flash 
magnetism of how the store looks as 
you pass by. It seems to me, in the 
fall of the year, that the survival of 
the fleetest depends, primarily, upon 
a good store cleaning, refurnishing and 
rearrangement ! 

One of the briefest and most point- 
ed definitions of sales success I ever 
heard came out of a gallon of moon- 
shine. A merchant from the Virginia 
hills, attending a dealer meeting, so 
enjoyed the holiday (??) that he 
gurgled long through the 
drinking over the arm in the approved 
jug-in-the-hay-feld manner until he 
became pretty well enthused by the 
time of the evening banquet. Called 
upon to speak on the subject of what 
was most required to sell, he wove 
to his feet, surprised to see so many 
folks at the dinner, exclaimed, “See 
the people, see the people!” and sat 


(Please turn to page 58) 
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ACY’S department store in 

New York City has always 
had the reputation of doing 
things differently—dramatically. They 
have, in some way, learned the tech- 
nique of making merchandise interest- 
it even exciting. In the sale of 
electric table devices, this technique is 
plain. It consists chiefly in refusing 
to take for granted that the customer 
knows all about the merchandise be- 
forehand. 

Here is an object lesson for more 
than one department store or electric 
specialty house accustomed to the sim- 
ple routine of stacking a bunch of 
toasters, percolators or waffle-irons on 
tables and waiting for them to sell 
themselves—usually with the dubious 
aid of an untrained salesgirl. 

To illustrate the Macy method let 
us take flat-irons. They are the most 
popular of all domestic appliances. 
They enjoy the largest saturation and 
the best replacement market of any 
device excepting lamp bulbs. They fit 
neatly into that category known as 
the staple, which means to the average 
merchandiser that little imagination 
or effort has to be put forth in their 
sale. 

And that is 
comes in, 

To the average customer a flatiron 
is a flatiron. Making her old iron 
work until it falls apart seems a log- 
ical process—unless she knows about 
changes and improvements that have 


where the mistake 






MATIZING 


mall Appliances 


taken place in iron manufacture since 
she bought the jaloppy she thinks is 
an up-to-date iron. 

That is where Macy’s get the jump 
on their competitors. They take noth- 
ing for granted. In their teeming 
basement where all electrical appli- 
ances are grouped in big displays, the 
electrical table devices rate special dis- 
plays for each type of appliance. 
These are not just tables on which the 
appliances are stacked, some in their 
cartons and some out, as is the usual 
custom. Instead, they employ a type 
of island counter, in the middle of 
which the demonstrator is at work, 
continually surrounded by customers 
asking questions about the two or 
three dozen irons on display. It is not 
mass display they aim for but a dis- 
play which will immediately raise the 
question in the shopper’s mind 
“what’s all this fuss about electric 
flat-irons for?” 

When the customer moves over to 
the island display she sees irons with 
attached heel-rests, with heat indica- 
tors, with open-end handles and 
handles of cork and rubber composi- 
tion for coolness; irons that are 
stream-lined ; irons that have rounded 























heels to prevent tearing, and irons 
that have niches in the point to go 
round buttons. Clearly-lettered cards 
tell her that she can buy a 1,000-watt 
automatic iron, weighing only three 
pounds that can be regulated to any 
desired heat. She is told that she can 
buy an iron at $1.94 or at $7.94, and 
the differences are made perfectly 
plain. 

But when she gets through examin- 
ing the irons on the island display 
and listening to the intelligent sales 
talk of the trained demonstrator, she 
becomes aware for the first time that 
one flat-iron is not necessarily just like 
every other flat-iron. And the ad- 
vances in design and construction she 
sees in the irons before her make her 
appreciate for the first time how old 
her present iron is. 

The same thing can be said for all 
the other heating devices. “Take per- 
colators. They vary in size, in price, 
in method of making coffee, in design 
and a dozen other ways. Glass coftee- 
makers of the Silex type warrant their 
own display and their own demonstra- 
tor. Coffee is made by the demonstra- 
tor and sampled by the prospect. 
Maybe she has heard about glass cof- 
fee-makers and _ tea-makers before; 
perhaps she has seen them used at 
drug-store counters and sandwich bars 
—but she has had no experience in 
making coffee in the new way. Macy’s 
know that and provide the opportun- 
ity for the customer to find out. Noth- 
ing is taken for granted. 



























































































































Is it waffles? Another island dis- 
play, another trained demonstrator. Is 
it toasters? An even larger display, 
but the attention again focussed on 
the dozen or so newer models that 


have some distinctive feature. The 
whole idea being to get into the cus- 
tomer’s mind that there have been ad- 
vances in design and performance of 
the common toaster that merit her at- 
tention. The hospitality tray feature 
for entertaining is carefully built up, 
which means that the average unit 
price sale is raised. Toasters on which 
a light flashes when the toast has 
reached the proper golden-brown con- 
sistency; toasters which pop the toast 
up when it is done; automatic and 
non-automatic toasters, cheap toasters 
and expensive ones. They are all there 
and the differences in them are con- 
tinually made clear to the customer. 

Just as much imagination is ex- 
pended in getting new devices to the 
customer. Whether it be sandwich 
grills, casseroles, roasters, cookers, 
curling irons, hot-plates, heating pads, 
humidifiers, space heaters, faucet-type 
water heaters, electric ovens for apart- 
ment-dwellers, bakers or egg-cookers. 
Electric tea-kettles, kitchen mixers, 
juice extractors—all are shown and all 
are explained. Nothing is taken for 
granted. 

The customer may be always right, 
but at Macy’s they change that to the 
customer is always wrong—as far as 
her knowledge of modern heating ap- 
pliances goes. And by continuously 
dramatizing the changes that have 
taken place in new design and in new 
appliances, Macy’s keep their appli- 
ance basement a scene of continual 
sales action. 
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FLEETRICOL 
HOUSEWARES 
WEEK *UDec.2-/ 


A great national merchandising 
event sponsored by leading elec- 
trical housewares manufacturers 
to increase sales and profits for 


electrical housewares dealers. 





Big Profi ta 


Would You Like To Receive Free This © Manufacturers Contributing To The 


ELECTRICAL HOUSEWARES Magazine? ELECTRICAL HOUSEWARES PROGRAM 
Here is the monthly magazine of the electrical AMERICAN ELECTRIC HEATER COMPANY I N c oO O P E R AT I Vv E D R I V E AT H 


housewares industry. Reports of successful GENERAL ELECTRIC COMPANY 

promotions. Chock-full of practical new HAMILTON-BEACH MANUFACTURING CO. Holiday sales of electrical housewares are off to a flying stot 
ideas. Regular subscription price of 

ELECTRICAL HOUSEWARES = KNAPP-MONARCH COMPANY 

ine i ANDE? LARK : : : . ‘ 

pose eae p= ye. LANDES, "ia tetas 2 CO. promotional campaign to boost business and profits for electrico! 


MAIL THE PIYXET ELT yS | PROCTOR & SCHWARTZ dealers everywhere, ELECTRICAL HOUSEWARES WEEK — Decem 
COUPON =F wou SE WANES 
NOW —— ELECTRIC CO. 
ROBESON ROCHESTER COR- , , , , 
PORATION wares by every important electrical dealer in America. The cumu 
SWARTZBAUGH MANUFAC- lative effect of their combined sales efforts will make electrico 
TURING CO. 
THE SILEX COMPANY , . . : = 
WATERS-GENTER COMPANY The result of this planned and co-ordinated promotion will be in 
WESTINGHOUSE ELECTRIC & creased sales and bigger profits for every participating deale' 
MANUFACTURING CO. 


with twelve leading manufacturers sponsoring a great nationd! 





ber 2 to 7 — will witness the intensive promotion of electrical house 


housewares the first gift thought of every man, woman and child 


Get your share of this greater electrical housewares busiress. 








1600. 


IN CASH PRIZES 


A feature of ELECTRICAL HOUSEWARES WEEK will be the 
installation of a window display or interior display (or both), 
incorporating the special ELECTRICAL HOUSEWARES WEEK 


Display Poster shown at the right, in every store in America 


in which quality electrical housewares are sold. For the best 
displays, either window or interior, $600.00 in Cash Prizes 
will be given away. Three classes — (1) Central Stations, 
(2) Department Stores, (3) Other Dealers. Three First Prizes 
of $100.00 each. Three Second Prizes of $50.00 each. And 
fifteen Honorable Mention Prizes of $10.00 each. Duplicate 
awards will be made in the event of ties. Displays must be 
in use between December 2 and 7, and photographs must 
be received at Edison Electric Institute, 420 Lexington Ave- 
nue, New York, N. Y., on or before December 20, 1935. 
Plan to earn one of these big prize checks for yourself. Ar- 
range NOW to take advantage of the tremendous sales 
value which this nationally circulated and intensively pub- 
licized poster will possess. Posters and complete information 
as to how you may most profitably tie in with ELECTRICAL 
HOUSEWARES WEEK will be mailed to all dealers in elec- 
trical housewares about November 15. Extra copies may be 


secured from your supplier listed on the opposite page. 














3 ELECTRICAL GIFTS 


BE INTENSIVELY PROMOTED 
GHT OF GIFT SALES SEASON 


ing sto" & Tie-in with ELECTRICAL HOUSEWARES WEEK. Every central sta- 


national 





tion, department store and electrical dealer in America is cordially 
invited to participate. There is no cost or obligation of any kind. 
Simply feature the products of one or more of the Contributing 
Manufacturers listed on the opposite page. Display with them 
the ELECTRICAL HOUSE WARES WEEK Poster. Tie-in your other 
promotional activities as described in the colorful brochure shown 
at the right which is being mailed to all electrical dealers. Cash in 


on the tremendous public interest in electrical housewares which 





dealer B will be focused on this great, national merchandising event. 


ess. B ELECTRICAL HOUSEWARES WEEK means Real Money for YOU. 
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range 


salesman fo Jersey Central Pow 
er & Light Company at Keyport, N. J. 
In a ontest st concluded he sold 
1 ranges and 11 water heaters 
Westinghouse). He works on th 
theory that the sale of one appliance 
is like an endless chain in that each 
sale ine tabl le ids to inothe sale. 
In addition, he sells mult ple units of 
range retrigerator and wate! heate1 
whe rever poss ble To sell It ple 
inits means contacting present owners ; 
sO besides keep ng an active file ot ill 
h s customers this Stal salesn in 
ikes frequent call-backs after every 
nstallation Add to that that Sales 
man Scott ts expert in the care and 
use of the ippl ances he sells that 
he uses sales material provided by the 
anutacturer ; that he uses the all 
electri kitchen as a basis of intell 





( LN 
gent selling get this—that he 





works on the iss mption that the bus 
ness is his own nore sales. more pro 
fit for Scott & Co., and vou have a 
combination that belongs n the Sell 


ng Hall of Fame 
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JIMMIE MOORE 


Ihe short sales story with emphasis 
is the “sell fast” policy 
Moore, member of the 
Crosley 100 Percenters Club. Jimmie 
is crack salesman for the Electrical 
Appliance Co., Crosley dealer at 
Louisville, Ky. He not only sold the 
required volume of electric refrigera 
tors to qualify in the 100 Percenters 


on “buy now’ 
ot Jimn i¢ 


Club, but a great many more, says J. 
| Johnson president, Cooper Louis 
ille Co., Crosley distributor in that 
city. 

In the same quick language which 
makes him an outstanding salesman, 
here is the way \Ir. \loore describes 
his selling methods, starting in from 
the moment he says “hello” to the 

istomer: 

“Every salesman knows the sooner 
ou ask for the order the sooner you 
get it, and that is what the salesman 
wants, if he wants to make money. I 
have found you cannot complete a sale 
too soon, for sometimes the customer 
s in a hurry, maybe on his lunch 
hour, and sometimes the customer may 
say, ‘I just want to look.’ It is up 
to the salesman to make it appear the 
easiest wav and the best way to ‘Buy 
Now’, for the customer may step in 
some othe store when he has more 
time. I have found a good short story 
is better than a long one, if you say 
the right things. A long story will 
confuse the customer and then it is a 
tough sale.” 


HENRY H. SWINK 


One time newsboy, doughboy and 
iluminum-ware salesman, Henry H. 
Swink, with The Tennessee Electric 
Power Company since February 1934, 
has been setting up a great record in 
the sale of major electric appliances. 
His outstanding job last year was 
n the sale of household Frigidaires. 
He sold 276 units, or 448% of his 
year’s quota. This outstanding rec- 
ord, coupled with the fact that The 
Tennessee Electric Power Company 
led all Frigidaire districts in sales last 
year, won for him the honor position 
of President of the Frigidaire Na- 
tional BTU club. 

Short, energetic, enthusiastic, Sales- 
man Swink’s net sales record of $33,- 
538.96 for 1934 seems to be headed for 
an early tumble. Through eight months 


c- 


of 1935 his net sales already total 


he Selling 


hf 


A Record of Outstanding 
Retail Appliance Sales. 





$25,248.39. In a little less than eight 
months he has sold 171 household re- 
frigerators and was then transferred 
into the Commercial Sales Depart- 
ment, handling commercial cooking 
and refrigeration, where he is con- 
tinuing his selling spree. In his first 
Commercial Campaign, with 50% of 
the time elapsed as this is written, his 
commercial cooking sales have totaled 
$790 against a quota of $900 or 87- 
89% and his commercial refrigeration 
sales have been $1,488 with a quota 
of $3,000 or 49.6% of quota attained. 

This outstanding record has been 
made, in spite of the fact that he has 
been working in probably the lowest 
income section of the State, where 
many coal miners and “hill-billies”’ 
live. 
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C. C. CHAMBERS 


In a city of only 14,000 popula 
tion—Elmhurst, I1l.—C. C. Chambers 
salesman with the Soukup Hardware 
Store, Kelvinator dealers, recently 
sold 102 electric refrigerators in 97 
working days. With three sales on the 
final day of this record breaking ac 
tivity, Mr. Chambers tied his 1934 
record of 102 sales for the entire year. 
Included in the 102 sales, by the way, 
were 33 deluxe and super-deluxe mod- 
els. Can anybody tie that one? Chiet 
reasons for success says Mr. Chambers, 
is locating models right in front of 
the door so that everyone coming in 
must see and pass them, and Mr. 
Chambers can be on hand to spot 
prospects that show interest. 
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VINCENT ARENA 


“Call on ‘em and the law of aver- 
ages will take care of you,” is the ad- 
vice of Vincent Arena, sales manager 
for J. E. and A. E. Bonelli, Kelvina- 
tor dealers in Vicksburg, Mississippi. 
And Mr. Arena knows whereot he 
speaks because in 75 days, he and one 
other salesman sold 108 electric re- 
frigerators in a town of only 18,000 
population. 

Mr. Arena has several merchandisi- 
ing theories which he puts into prac- 
tice in attaining record sales of electric 
refrigerators. Here is what he says 
about his sales theories: 

“IT was once told to stick with one 
prospect untill he was sold and then 
go to another. I now realize the im- 












































portance of this sound piece of advice 
as it has helped me to complete many 
deals where the use of another method 
probably would have paved the way 
for a competitive dealer to step in and 
make the sale. 

“While our store is in a rather in- 
conspicious location, down in the 
wholesale district where drop-in cus- 
tomers are few, I make it a point to 
send a car after a prospect in order to 
get him into the store for a demon- 
stration.” 

The sales policy of this unusual 
sales manager is as simple as it is 
effective. Mr. Arena believes in en- 
thusiastic presentations and demon- 
strations of sales points. This means 
a great deal of hard work, but his ex- 
perience proves that it pays in mak- 


ing sales. 


JOHN HENDERSON 


Here’s a newcomer to the ranks of 
retail appliance salesmen but we think 
his achievement to date definitely war- 
rants his inclusion in the Selling Hall 
of Fame. Briefly the story is this: Mr. 
Henderson came with the Georgia 
Power Company’s Decatur Division 
just at the start of their great four- 
ring sales circus—a campaign that sold 
7,900 units of major appliances for a 
dollar volume of $1,380,000. He was 
assigned to one of the poorest sections 
of the company from the income stand- 
point and was given a quota of 20 
refrigerators, 5 electric ranges and 2 
water heaters to sell—a total of 27 
major appliances. When the dust of 
battle had cleared away, Mr. Hender- 
son had not only reached his quota 
he had sold 114 appliances—84 refrig- 
erators, 25 ranges and 5 water heaters. 
That is 422.2 per cent of quota. And 
that’s not all. His record led the entire 
retail sales force of Georgia Power to 
put him in first place. He may have 
been a newcomer and he may have 
been handed a tough assignment in 
the way of territory, but he crashed 
through to number one place. That, 
as Georgia Power company salesmen 
would put it puts him somewhere 
alongside the immortals in their own 
“Look ’Er Here” Club. It rates our 
Hall of Fame, too. 





JOHN HENDERSON 








FUTURE CANDIDATES 
Have you any candidates for the Selling Hall of Fame? 
This is to be a regular feature of ELECTRICAL MERCHAN- 
DISING designed to give credit to the most important 
man in the appliance business — the man contacting the 
customer. Entries should include a picture of the candi- 
date and a short summary of the selling achievement, 


such as appear on this page. 
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ANIS AND BENDINER 


There’s a good reason for the hand- 
shake. Charles Anis (left) and Wal- 
ter Bendiner have just won a cash 
prize for selling 52 washers (ABC) 
in one month, They are salesmen for 
the Polonia Sewing Machine Com- 
pany, Chicago. and are steady perfor- 
mers when it comes to quota reach- 
ing and busting on washers, refrigera- 
tors and radio. Ask ‘em how they do 
it and you'll get no magic formula: 
canvassing, demonstrating, following 
up present users, radio advertising 
they are all part of their regular 
schedule. Add to that that a lot of 
their business is obtained by visiting 
husband and wife at night to close 
sales and you have pretty much the 
whole story. 





BARNES JENNINGS 


Down in Atlanta, Ga., the W. D. 
Alexander Company is distributor for 
General Electric home appliances. On 
one day this summer—July 15 to be 
exact—the sales force decided to pay 
a tribute to the boss. So at 5:30 in 
the morning all retail salesmen got a 
telegram informing them that it was 
“Dan Alexander Loyalty Day” and 
that they would be expected at break- 
fast at 6:30. At seven the breakfast 
was over and the men went on their 
rounds to see who could run up the 
biggest volume of sales that day. When 
the day closed at midnight, eleven men 
had turned in an average of nearly 
$1,000 a piece— $10,026.50 in all. 
High man was Barnes Jennings, above, 
with $2,406.50 in sales. 
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I The bearings in Lovell wringers are 
made of carefully selected hard wood. Ina 
process requiring five days they are impreg- 
nated with two ounces of a soil-less, non- 
flowing lubricant which endures for many 
years. Under the most severe service these 
oil-less bearings will definitely outwear any 
other type. Lovell wringers have no gears 
or cogs that require oiling. Therefore, 


the Lovell wringer will never soil clothes. 


| 


: 2 
* 





PAGE 34 


2 Hold a lighted match to a Lovell 
bearing and the lubricant with which 
it was originally impregnated will drip 
from the bearing like wax from a lighted 
candle. If you make this interesting test, 
note that this melted lubricant is as clean 
as the wax of an unused candle, and 
will not soil your fingers. Contrary to 
current opinion good wood bearings 
cost as much to make as metal bearings. 


ATTENTION 
Washer Salesmen 


Knowing more about 
wringers should help you 
sell more electric washers. 
Send Post Card for New 
Bulletin “25 A“ 


3 Inall types of machinery where bearings 
are used great care is taken to insure per- 
fect alignment. In the Lovell Wringer all 
bearings are self-aligning. The illustration 
shows how the bearings of the lower roll 
are balanced on a small projection stamped 
in the frame. Under pressure these bearings 
automatically align themselves, so that the 
wearing action of the shaft is distributed 
evenly over the entire length of the bearing. 
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Wood Bearings 
Are Best 


@ Since the earliest days of the propeller type of steam- 
ship certain kinds of wood have been the preferred 
material for the tail bearings of propeller shafts. These 
wood bearings, operating without benefit of oil and 
against constant seepage of water, nevertheless resist the 
steady, grinding wear of the propeller shaft. 


The bearings of a wringer must resist wear under equally 
harmful conditions plus the injurious effects of caustics 
and free alkalies. 


In more than a half century of constant experiment 
Lovell has failed to find a material for wringer bearings 
that without the use of flowing lubricants will give 
better or longer service than wood. 


Oil or grease on any part of a wringer eventually means 
utter exasperation to the operator. Her idea of lubrication 
is always ‘the more oil the better.” Soon she wonders 
why her garments get streaked with soil and her pride of 
ownership is gone. No part of a Lovell Wringer ever 
requires oil. The Lovell is, therefore, a soil-less wringer. 


Unbreakable Steel Frames 


@ Lovell frames are built of heavy gauge 
cold rolled steel. The frame, like the 
skeleton of a skyscraper or the frame of a 
motor car, is made flexible to resist great 
strains that would break any cast metal. 
The frame members are interlocked and 
electrically welded. Breakage is unknown. 


Every metallic part of the Lovell W ringer, 
with the exception of the roll shafts, 
is rustproofed by the Udylite process 
of cadmium plating — additional insur- 
ance of a completely soil-less wringer. 
Cadmium offers greater resistance to 
rust than any other plating material 
known. It is used by the United States 
Government to protect those parts of 
seaplanes that come in contact with the 
highly corrosive salt water. 


BUY A 
LOVELL EQUIPPED 
ELECTRIC WASHER 


SAVES CLOTHES 
SAVES TIME 
SAVES ENERGY 
SAVES MONEY 


Makes ¢ lothes Cleaner 
and Whiter 
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Lovell Features That Sell 


Balanced, adjustable pressure. Hand made, double cush- 
ion rolls with tough treads that resist wear and abrasions. 
Larger diameter roll-shafts guaranteed not to break. 
Safety releases that operate easily, regardless of pressure. 


A new, quick semi-automatic resetting device that requires 
no readjustment of pressure screw. A new, automatic 
roll stop. A collector type frame that doesn’t leak. A 
drain flume that tips automatically when rotation of the 
rolls is reversed—and many other exclusive features that 
make Lovell equipped electric washers easier to sell. 


3 a Symbol of Quality 


Lovell has pioneered the major wringer 
improvements made during the last half 
century. To maintain its leadership, 
Lovell employs an engineering staff that 
is constantly engaged in the refinement 
of design and the creation of new safety 
and utility features. Lovell can guarantee 
a higher standard of quality, because 
Lovell alone manufactures every part of 
its product in its own plants. 


In addition, Lovell National Advertising 
keeps buyers reminded of the economy 
and advantages of home laundering with 
the aid of a modern electric washer. 
Therefore, the name “Lovell” on a 
wringer has become a symbol of quality, 
service, and honest value. 
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Demonstrate 


Ironers 


ORK of the Northern Cali- 
fornia Electrical Appliance 
Society with dealers selling 


electric ironing machines has demo: 
strated that there are three successful 
ed V1 Cv methods of exhibiting the machine in 
action. All of them, of course, presup- 
pose that the salesmen of the store are 
thoroughly familiar with the operation 
of the machine and can themselves 
iron with ease. 
The first of these methods of dem- 
onstration may be called the card sys 
tem. Under this system of operation, 


the ironing is done in the show win- 

| dow of the store, the operator stop- 

99 | ping from time to time to point to 

| or change printed cards which occupy 

e O an adjacent easel. These cards, ten or 
twelve in number, are of course pre- 

pared in advance and list the particu- 

| lar talking points of the make of ma- 

| chine being demonstrated. The pres- 

| ence of an assistant who will handle 

| the cards while the demonstrator goes 

°e Pf ( on with her work is an additional ad- 


| vantage with this method. 












No...4I1T’S BETTE 


A second system which has proved 
of tried success and which can, of 


Old cleaners are worn out. 3 out of 4 wired homes have clean- | course, be combined with the method 
previously suggested, if desired, is the 
ers that are more than five years old and need replacement . . . or sidewalk system. While the demon- 
stration in the window is going on, a 
they have no cleaner at all salesman, or several of them, are on 


the sidewalk explaining to the crowd, 

which invariably gathers, the simplici- 

; ° ‘ P , ty of the operation and inviting them 

Women feel like buying... for the first time in years. in for & neal Gk. Tile te he 
reliable method of the old world street 

merchant who is on hand to take full 


And Hoover has a new model to fit even the slimmest purse advantage of the first showing of in- 
terest. It has worked in the past—and 
— $49.75 | it still brings results. 


This system, or both the above, may 
be followed by the third, which might 


. . : | be called the towel method of demon- 
There are more cleaners ready for the junk heap in your town this strating ironers. This system with its 
, Bed P = various ramifications is simply the 

year than you've sold new cleaners since you've been in business. 












awarding of a towel or other inexpen- 
sive article in return for the actual 
ironing of it on the machine by the 
prospect. Whatever precedes it, some- 

where in the process of selling should 
you? If you are not a Hoover dealer, why don’t you send the coupon come the personal use of the equip- 
_ 2 y . : ment by the customer. An extensive 
Ye for full information? advertising of the towel offer will 
bring a wide number of possible buy- 
The HOOVER COMPANY, North Canton, O. e Oldest and Largest Maker of Electric Cleaners rae Pad ge AP ged sae 
sive and active participation on the 


Somebody in your town is going to sell a lot of Hoovers. Will it be 





A BRAND-NEW FULL-SIZE HOOVER FOR ONLY part of the prospect. 
All three of these methods are rec- 
All the quality features advertising campaigns ever ognized and have long been in use 
Hoover has been famous for known to the electric cleaner by progressive merchants, but the Ap- 
Positive Agitation... industry. One of a complete pliance Society has found that they 
electric Dirt Finder... line, including four Hoover were by no means universally prac- 
powerful Hoover motor models for every cleaning ticed. Field work by the Society’s two 


educational directors, Miss Gladys 
Byrne and Miss M. B. Hixon has 
brought many merchants into the pic- 
ture of active selling, who hitherto 
had shown little interest in electrical 


Being introduced by one requirement, light-weight 





of the biggest national Dusting Tools and Dustette. 


(not a junior model) 








THE HOOVER COMPANY, North Canton, Ohio EM 11-35 appliances,— either because they felt 
Gentlemen: Please send me full information about the new Model 300 Hoover to retail their store to be too small to engage 
at $49.75 and the Hoover selling plan for my city. in anything beyond counter order tak- 


ing, or because as large merchants they 
Se TCT rT Ter had failed to recognize the possibili- 
ties in the electrical field when in- 
tensively worked. 


Name 





Street ; City : pacaa évcsnn EE accebkentactanusaceeckaes 
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Air Conditioning With 
Radiator Heat 


Radiator heat conditioning, design- 
ed to be sold and installed by the 
radiator heating contractor, to pro- 

le the long awaited air conditioning 
yr the average home made its initial 
ippearance recently at a national pre- 
view arranged by the American Radi- 
itor Company in Chicago. 

Before more than 1,000 heating 
contractors, builders and architects 
from all parts of the Middle West, 
there was presented a new air treat- 
ment machine designed and developed 
by the company, to be hooked into a 
radiator heating system so that it will 
condition a six-room house from that 
point without duct work. 

Constructed for use in the $3,000 
to $8,000 home, the new conditioner 
is priced so that the heating contractor 
can sell it for a little more than half 
the cost of the average electric refrig- 
erator. It cleans the air in a home, 
humidifies and circulates with pro- 
vision for ventilation. Provision is al- 
so made for the installation of refrig- 
erating coils to cool and dehumidify 
if this is desired. 

The machine has already been plac- 
ed on the market in West and Middle 
West for sale in new construction 
work in connection with American 
Radiator heating systems, and its sale 
will be extended nationally as rapidly 
as demand and manufacturing facili- 
ties will permit. 

At the Chicago showing, Martin J. 
Beirn, vice-president and general man- 
ager of sales of the American Radiator 
& Standard Sanitary Corporation, 
which owns the American Radiator 
Company, told industry leaders that 
the unit represented the first step in 
the company’s program of providing 
air conditioning to be sold by the 
radiator heating contractor. 


Air Conditioning For 
Asthma 


The air conditioning which has 
been in use in the offices of the South- 
ern Sierras Power Company at Mexi- 
cali, Mexico, just below the border 
from Calexico, has sold at least one 
home installation on the strength of 
its value as an asthma preventative. 
The local chief of police found that 
his asthma was materially relieved 
whenever he visited the power com- 
pany rooms and soon took to finding 
excuses to spend his time there. He 
now has an air conditioner of his own. 
The famous Barbara Worth Hotel 
at El Centro has installed room units 
in several of its choice rooms. 


Distributor Installations 


By means of compensated tempera- 
ture control equipment, 12° cooling 
and 50% humidity are provided in 
the Beauty Salon at Boggs and Buhl 
department store, Pittsburgh. Install- 
ed by the Danforth Company, West- 
inghouse air conditioning dealers, the 


Air Conditioning 
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job consists of a Westinghouse con- 


densing unit located in the basement | 
with a specially designed central sta- | 


tion air conditioning unit located 
above the ceiling of the salon. 

The first large year-around air-con- 
ditioning system in the State of Nev- 


ada is now in operation at the Reno | 


Country Club, which opened recently. 
General Electric Equipment installed 
in the new country and night club 


heats, humidifies, cleans and circulates | 


the air in winter, while in summer 
it cools, de-humidifies, cleans and cir- 
culates it. 

The installation was made by Elec 
trical Appliances, Inc., of San Fran 
cisco. 

Down here where it really gets hot 
during the summer, sick dogs in the 
Kindness Hospital are not suffering 
from the heat, because Dr. F. D. Mc 
Mahon, D.V.M., has installed air 
conditioning equipment. 

Despite the extreme heat, necessi- 
tating the operating of the equipment 
for from 12 to 15 hours daily, Dr. 
McMahon reports that the operating 
cost of the air conditioning system is 
very low. Electrical Equipment Com- 
pany of Phoenix, Kelvinator distribu- 
tors, sold the equipment. 

Frigidaire Corporation, subsidiary 
of General Motors, has received from 
Seymour Weiss, managing director of 
the Roosevelt Hotel, New Orleans, 
an order for immediate air condition- 
ing of 113 rooms in the hotel, J. J. 
Nance, air conditioning and commer- 
cial division manager, announced re- 
cently. 

Installation of a multiple air condi- 
tioning system with individual units 
in each of the 113 rooms is to be 
completed as rapidly as_ possible, 
Nance stated. 

The Times-Union Building, Roch- 
ester, N. Y. will be the world’s sec- 
ond completely air conditioned news- 
paper plant, according to an announce- 
ment of the General Electric Air Con 
ditioning Institute. A year-around air 
conditioning system now being install- 
ed will serve the entire building, in- 
cluding the editorial rooms, compos- 
ing rooms, press room, business and 
advertising offices, and executive of- 
fices. 

Completely air conditioned, and 
with no windows whatsoever, the new 
three-story window-less office build- 
ing of the Hershey Chocolate Cor- 
poration in, Hershey, Penna. will pro- 
vide scientifically produced artificial 
working conditions for Hershey exe- 
cutives and office workers when the 
new building is finished sometime this 
fall. 

Accurately controlled temperature, 
humidity, and modern lighting will 
combine to make the occupants of the 
building entirely independent of daily 
variations in the weather. The air 








conditioning system, laid out with the | 


cooperation of engineers of the York 
Ice Machinery Corp. which is install- 
ing the refrigerating and air condition- 
ing equipment, will automatically sup- 


. | 
ply air at the proper temperature and | 


humidity for all seasons. 
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It Stops and Sells Shoppers 


HOUSEWARES 


Model foods to fit the Everhot Roaster ; ' 
and Baker—so life-like that you must Ne, 
touch them to know they are not real. 





Instantly — dramatically shows the wide use as 
well as the big capacity of the Everhot Auto- 
matic Electric Roaster and Baker. Answers ques- 
tions customers are afraid to ask. Makes them 
want to have and cook with an Everhot. 

All Everhot dealers and jobbers can have 
this action stimulating display for use in con- 
nection with the new fully automatic Everhot 
Roaster and Baker. Get particulars. 


EVERHOT 


y Line of electric roasters, 
‘ond 
(Nation 


ELECTRICAL 


cookers, 
cooking 
equipment for the home. 
Made by 
THE SWARTZBAUGH MFG. 
Toledo, Ohio 


Get your 
display now 
In your windows, on your counters 
this display will build up Thanks- 


giving and Christmas Roaster busi- 
ness for you. Feature it during Na- 


co. 


WEEK 
dee. L2told 


tional Electric Housewares Week. 
USE THE COUPON 
THE SWARTZBAUGH MFG. CO., 
Toledo, Ohio. 
Tell us how to get the Everhot life-like food display. 
Firm Name sid ; 





Address 





City . 










Signed by 
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DEPARTMENT STORE PIONEERS STOKER SALES 


Working on much the same basis 

as with vacuum cleaners, Scruggs, 

Vandervoort & Barney, of St. 
Louis, is probably the first department 
store to pioneer the sale of coal stokers 
from its major appliance department. 
Stokol is the brand carried and Sales- 
man Ernest S. Rhyne, who is shown 
lecturing Mrs. Harry Jones and Mrs. 
Ray Wegman, passes on to outside 
salesmen all inquiries picked up off 


the floor. 

“Vandervoort’s formerly sold « 
burners,” says Manager C. W. Amc 
“but the job of installing them got 
somewhat snarled up. Still, we so 
$6,000 worth in six weeks last yea 
With stokers we’re simply originating 
business on a commission basis, and 
passing the lead on, thus ducking the 
installation job. It starts out as if 
will work out nicely.” 





SCALES CLINCH 


Like the weather, about which 
s said, but little is done, 
important 
part n the sale of any electrical re 


ore itor today SO thought H. W. 


Summers of the Checker Electric Sup- 


ct bes play an 


ply Company, Cedar Rapids, lowa. 
And nothing was done about them, ap 
parently. 

Ac ra ngly he placed t scales on 
table in the firm's d splay room. All 
prospects are treated to this demon 
stration \ tra full of ice is weighed 
betore the eve Following this an 
empty tra s hecked to show how 
much actual ice has been produced. 


ICE CUBE SALES TALK 


Trays of various competing makes are 
on display on the table. 

“It has been one of the grandest 
a Gx 


Harmer, floor manager, who posed for 


sales clinchers of the vear,” 


this illustration, says. “This is a year 
ot shoppers, and the scales permits us 
to put something highly concrete be 
fore the prospect that he cannot for- 
get.’ 

Incidently, the Checker Electric 
Supply Company is another auto ac- 
cessory firm that has swung over to 
appliances. Sixty days ago it was 
known as the Checker Auto Supply 
Company. E. C. Hoover is president. 



















MONTHLY LAUNDRY DAY 


Once a month is laundry day 

in the electrical department of 

the Standard Furniture Com- 
pany of Seattle, Wash. On these oc- 
casions an entire wash is done on the 
Hoor, complete from sorting to ironing. 
Invitations to these events are given 
by word of mouth to prospects for 
washing machines and ironers and in 
addition letters are sent out to about 
75 owners of one or the other appli- 
ance. The average response will re- 
sult in an audience of about 25. These 
women are given’ instruction § in 
methods of washing and in operation 





BRIDGE LUNCHEONS TO SECURE RANGE PROSPECTS 


















Owners of electric ranges in 


Los Angel s have for some time 
been offered free luncheon ser- 
ce in their homes by the Los Angeles 
ind Light. All they 


are requ red to do is to invite either 


Bureau ot Power 


seven or eleven guests to a lunch and 
atternoon. The Bureau then 
tables linen, 
silverware and dishes without cost. A 
neatly lettered to adver 
ise this set ce is used to transport 
forth. Colored 


br dge 


provides food br age 


sper ial t! ick 
t 


equipment back ind 


pottery dishes, blue enan eled chairs 
and tables and a neatly uniformed 
maid make the luncheon service at 


tractive. [he luncheon is prepared and 
afterwards without 
part of the hostess. 


the dishes washed 
any labe on the 


Following the meal, Mercedes Gaf- 
fney, in charge of the demonstration, 
gives a brief talk to the guests on elec- 
tric cookery. The party then proceeds 
with whatever program is desired. 

At some later time a salesman from 
the Bureau calls and secures the names 
and addresses of the guests, who are 
then contacted by local dealers in the 
regular schedule of range selling. The 
Sureau itself does no merchandising. 
Both hostesses and Bureau are pleased 
with the results of this offer, which 
has added a goodly number of inter- 
ested prospects to the Bureau’s lists 
without excessive cost. The luncheon 
parties thus far have averaged about 
three a week, with about ten ladies 
present at each luncheon. 


of electric ironing machine. Frequent- 
ly it has happened that one or more 
electric ironers is sold during the 
course of the afternoon and in addi- 
tion, of course, the foundation is laid 
for the later sale of many more. 
Women are interested in the entire 
problem of handling the wash, not 
merely in the appliance which takes 
care of one part of the operation, in 
the opinion of C. T. Hanes, manager 
of this department. Therefore he has 
found it advisable to sell laundry ac- 
cessories, as well as washers and iron- 
ing machines. 
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Three-in-One 
Salesmen 


Bring Results 


IGHTY per cent of electric 
washing machines are sold in 
the field, according to John C. 
Susch, manager of the Busch Electric 
Company of Oregon City, Ore. His 
firm, which has a record of selling 
from five to six hundred washers a 
ear consistently, depression or no de- 
pression, operates in a town of about 
6,500 population. Of course, they do 
not confine their sales to this area. 
They go out and get results anywhere 
they are to be found throughout the 
entire rural district which makes up 
the country. 

In the past the system used to be 
for the salesmen to load up each of 
the company’s three trucks in the 
morning and to set out, not return- 
ing until all of the merchandise was 
sold. It might take one day or it 
might take three, but the salesman 
and the truck were not seen until 
they could return with an empty ton- 
neau and a flock of contracts. Under 
present conditions on the farm it is 
not possible to accomplish quite such 
spectacular results. But the company 
is still going out after sales, neverthe- 
less. And getting them. 

In the remote country there is just 
as great a demand for washing ma- 
chines as in the city—in fact, the wash- 
er is a more important labor saver on 
the farm than it is anywhere else. It is 
a common experience to find that the 
farm housewife welcomes the salesman 
with great cordiality. She may have 
been planning for weeks to get into 
town for no other reason than in order 
to see what could be done about ob- 
taining an electric washing machine. 
When she sees one ready for delivery 
at her front door, she becomes a will- 
ing purchaser. 

Of course, service problems and bill 
collecting over an extensive rural area 
present some difficulties, but none that 
are insurmountable. In fact, the com- 
pany looks upon it as an asset that 
the local power company has turned 
over to it all servicing on washing 
machines sold through their agency. 
What makes this service possible is 
the fact that all of the Busch sales- 
men are servicemen as well. They are 
also efficient bill collectors. Thus when 
a number of calls for service come in 
from a rural district, one of the trucks 
starts out with proper servicing equip- 
ment for minor repairs, with a selec- 
tion of bills due from accounts in that 
neighborhood and with a stock of 
washing machines to be sold. Fre- 
quently the leads developed from the 
service and bill collecting calls are suf- 
ficient to dispose of new machines. 
The only difference between present 
practices and those of former more 
prosperous days is that now it is nec- 
essary to make careful preliminary in- 
vestigation as to whether or not the 
prospect can afford to buy. If the 
farm can afford it and if through any 
source it is possible to find out that 
the housewife wants a washer, all that 
is necessary is to call with one, and 
the sale is made. 





THERE ARE GIFT §S 


UGGESTIONS 


FOR EVERY CUSTOMER...IN THE 


HAMILTON BEACH LINE 


Small appliances are practical and popular Christmas gifts. An attractive display of Hamilton Beach ap- 
pliances will get you a bigger share of this profitable business. Every Hamilton Beach product is built 
to our high standards of quality, assuring consumer satisfaction. Each is priced to give your customers the best 


value for his dollar and carries a liberal margin of profit. 


Hamilton Beach appliances are Nationally advertised the year ‘round. More than 18 million sales mes- 
sages are going into homes during November and December in Good Housekeeping, Better Homes and Gar- 
dens, American Home, Woman's Home Companion, American Magazine and The Saturday Evening Post. Dis- 
plays, counter cards, folders and newspaper ads are furnished dealers free on request. 














‘1332 HAND CLEANER 
FREE 


WITH 
NO. 10 
OR 
NO. 10L 
MODEL 





WITH 
NO. 8 
MODEL 


$3995 


(VALUE 
$48.25) 





TIME LIMIT EXTENDED TO DEC. Ist 
ON THESE UNUSUAL CLEANER OFFERS 


At the request of dealers all over the country, we have extended the time 
limit on our special combination offers to December ist. Your Whole- 
saler can supply you until that date. Place your oder now for sufficient 
stock to enable you to feature these unusual cleaner values for the Holiday 
trade. All cleaners are the latest models—not rebuilts, specials or close- 
outs. Ask your Wholesaler for details. 





THE FOOD MIXER 
WITH 7 STRONG 
SELLING FEATURES 


The Hamilton Beach food mixer provides the 
ultimate in efficiency, convenience and ease of 
operation. Check over these 7 strong selling 
features—(1) Portable mixing unit; (2) One- 
hand operation; (3) One-piece guarded beaters; 
(4) Patented “bow! control”; (5) No radio in- 
terference; (6) 3-speed motor with 57% more 
power than previous models; (7) Practical la- 
bor-saving attachments. Use them in your sales 
talks. They are quickly and easily demonstrated 
over the counter. 





HAMILTON BEACH POLICY 
PROTECTS YOUR PROFIT 


Hamilton Beach appliances are distrib- 
uted on our clean-cut Wholesaler-Re- 
tailer policy. All inquires from our ad- 
vertising are referred to dealers—we take 
no orders. We are 100% for price main- 
tenance and a full profit on every sale. 


HAMILTON BEACH COMPANY 


Racine, Wisconsin 

















Iceless Freezer—A free- Safety Night Light Hair Dryers—These hair 


zer that makes real —Needed in every dryers meet every require- 
homemade ice cream in home. Burns 100 ment for home use. Both 
electric refrigerators. Re- hours for 1 cent. models supply a_ gentle 


quires no ice or salt. Fits any 110 A. C. blast of warm or cool air. 


Motor - driven addles outlet. Beautiful enamel finish. 
produce smoot ice 
cream. 





Vibrators — Made in three 


Sewing Machine Motor— 
models for home and pro- Fits any make oreadle 


fessional use. Complete with sewing machine. No bolts or 
applicators at prices that ap- screws required. Speed con- 
peal to all customers. Valu- trolled by foot  rheostat. 
able Health Book with 2 Costs less than one cent 
larger models. an hour to run. 





HAMILTON BEACH 
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THE GUIDE 
TO WASHING MACHINE 


More and more washing machine buyers are 
heeding Sunlight’s advice: “Look to the motor 
before you buy.” And more and more, they are 
using Sunlight motors as the guide to washing 
machine value. Dealers tell them about Sunlight’s 
freedom from warranty work and repairs. Owners 
tell them of Sunlight’s quiet, reliable operation 
throughout many years of service. The result? 
Today, many of the country’s most prominent 
washing machine manufactur- 


ers are using Sunlight motors. 
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SUNLIGHT ELECTRICAL COMPANY 
WARREN, OHIO 
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On the Record 


CONTINUED FROM PAGE 23mm. 





Hall Company, Syracuse, N. Y.; | 
R. Beers Electric Company, Bloon 
burg, Pa. ; The Cooper-Louisville C: 
Louisville, Ky.; Dyke Supply Cor; 
Pittsburgh, Pa.; Electrical Distrib: 
ing, Inc., Portland, Oregon; Excelsi: 
Radio Company, Harrisburg, Pa.; | 
R. Gooding Company, Wilmingto: 
Delaware; Roberts Hardware C 
Inc., Utica, N. Y.; Edward K. Tr 
on Co., Philadelphia, Pa.; Federal 
Appliance Company, Newark, N. J. 


The Standard Electric Stove 
Company of Toledo, Ohio, an 
nounces the appointment of the fol 
lowing distributors: 

Houston-Starr Company of Pitts- 
burgh, handling western Pennsylva 
nia and eastern Ohio; Bushwick-M« 
Philben Corporation of New York 
City, handling the vicinity of Greater 
New York; Farwell, Oznum, Kirk & 
Company of St. Paul, Minnesota; 
Gilbert Brothers, Inc., of Portland, 
Oregon, handling the vicinity of Port- 
land; The Geo. H. Eberhard Com- 
pany of San Francisco, handling the 
northern part of California; The 
Hardware & Supply Company of 
Akron, Ohio, handling central Ohio. 


Orders received by the General 
Electric Company for the third 
quarter of 1935 amounted to $54,- 
400,819, compared with $40,458,901 
for the third quarter of 1934, an in- 
crease of 34 per cent, President Gerard 
Swope announced today. 

Orders received for the nine months 
amounted to $158,943,765, compared 
with $132,613,543 for the nine 
months last year, an increase of 20 
per cent. 


The 25th annual convention of the 
National Retail Dry Goods As- 
sociation, marking the silver anniver- 
sary of an organization which in- 
cludes in its membership more than 
5600 department, dry goods and spe- 
cialty stores throughout the United 
States, will be held in New York at 
the Hotel Pennsylvania, January 20th 
to 24th, it was voted today at a meet- 
ing of the N.R.D.G.A. board of 


directors. 


The All Electric Company of 
Salt Lake City announced the open- 
ing of their new store at 122 East 
Broadway on Sept. 30th, with a spe- 
cial opening sale featuring L & H 
ranges and Westinghouse refrigera- 
tors. 

The Utah State Fair, staged in the 
Manufacturers’ Bldg. of Salt Lake 
City included among its exhibits a 
“Modeltown” in which all operations 
were conducted with modern equip- 
ment. The ZCMLI booth attracted at- 
tention with a couple of pickaninnies 
washing in a miniature ABC washer. 

The opening of the Westinghouse 
Electric Supply Company’s new 
building at 235 West South Temple 
St., Salt Lake City, was made the 
occasion of a gathering of sales repre- 
sentatives and dealers of the Utah 
district. A page of advertising and 
publicity in the morning paper an- 
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nounced the event to the public. The 
\Westinghouse Electric Supply Co. has 
been in existence since July 1, 1933, 
when it purchased the electrical de- 
partment of the Intermountain Elec- THIS 
tric Company. Since that time business 

has tripled, according to D. M. Sals- 

bury, manager of the company, nec- is OUR 
essitating new quarters. pe a 


In memory of the time when far- SCRATCHOMETER 


mers used to come into town to sell 
their crops, or exchange them for This is the technical device we use in our 
needed merchandise, Meter & Frank yweomge to determine the comparative 
of Portland, Ore. recently held their we and heaton fe pesca nase po 
Harvest Sale. A Craw ford electric times) that only porcelain enamel is the truly 
range at $89 (regular $154) and a hard, durable finish. 
refrigerator at the same price were 
among the specials offered. This 
event was followed by an Exposition 
and Food Fair, featuring the G.E. 
Talking Kitchen, a daily cooking 
school and a cake baking contest, with 
prizes ranging from an Oil-O-Matic 
installation to an electric Mixmaster 
and totaling $1,000. Free samples of 
food products and demonstrations of 
electrical equipment provided enter- 
tainment at odd moments during the 
week. 


A newly organized electrical dis- 
tributing organization under the name 
of O-K Appliance Corporation 
with headquarters at 1951 Lawrence 
Street, in Denver, Colorado, has just 
been formed. The President of this 
new organization is Steven Kugler 
for twelve years associated with the 
May Department Stores Company, 
and J. Oppenheimer is secretary and 
treasurer, associated in the past with 
the May Company, Mandel Brothers, 
and Abraham and Straus. 


“Ninety two out of every one hun- 


dred automatic refrigerators in Los i a 
Angeles are electric”, announced the 
Los Angeles Bureau of Power 


and Light in an advertising cam- 
paign designed to meet the claims 
made by competing advertisers. Safety, 


freedom from plumbing, and cleanli- Just a coin will tell you the big, all-important difference 
— a among the advantages between pogcelain enamel and all other finishes. You can’t 
— scratch fused-on porcelain enamel — but be careful! — 

The Denver Dry Goods Co. your coin or penknife can easily ruin any other finish. 


of Denver, Colo. started Christmas 
selling in September with a special 
sale of Lionel toy trains. A $2 deposit 


and the remainder in small payment @ You men on the retail sales floor don't 


between now and Christmas was the need the highly technical laboratory 
basis on which the trains were sold. “scratchometer” to prove the durability of 
porcelain enamel to your customers. You 

Low priced electricity (2c for all have your own personal “‘scratchometer”’ 


above 142 kw.-hr.) is featured by the 
Washington Water Power Com- 
pany of Spokane in fall advertising. 


in your coin, pencil, eraser, penknife, or 
any other fairly hard substance. 


customers. Show them why porcelain 
enamel wears forever. Why it is the “life- 
time finish.” 

Be certain your customers buy porcelain 
enameled appliances. That is the way to 
make repeat customers,—and the longer 
profit. Write today for a free copy of our 


The Westinghouse Master-matic iron Porcelain enamel is an inorganic (min- _ profusely illustrated, easy-reading, Sales 

was their September special at $7.95, eral) substance fused on steel at 1550 Manual on Porcelain Enamel. It will help 

minus $1 for your old iron. degrees white hot heat. Your coin won't you sell the finish that makes good cus- 
; f : touch it, because porcelain enamel is hard tomers better—makes the cash register ring 

Pry Bg ony A rf Bh ers —flint hard. Demonstrate that fact to your + §louder—makes your pay check bigger! 

of that city in announcing the opening EDUCATIONAL BUREAU 

of their new store. The original busi- Clearing House for Sales and Technical Information 


ness started in 1854 and has pro- 
gressed steadily from that period to 


PORCELAIN ENAMEL INSTITUTE, Inc. 


its present status as a modern depart- 612 North Michigan Avenue « Chicago 


ment store. Steve Rebeil is manager 
of the Household Wares department. 














of Seattle during October. 
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A free ten-day trial in the custom- Cay 
er’s home introduced Simplex ironers 
to the clientele of Grunbaum Bros. 
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Nesco fu tomatic 
Electric Feoastet 


This is a NESCO ELECTRIC ROASTER 
Christmas. Thousands of users are telling 
their friends. Electric Cooking is the dom- 
inant thought in every woman's mind. The 
NESCO AUTOMATIC ELECTRIC ROAST- 
ER, with its Signal Light Control, of 21 
heats—signals end of pre-heating period 
and is an exclusive NESCO feature. 


NESCO is the first choice in gift selection. 


NATIONAL ENAMELING 
AND STAMPING COMPANY 


Executive Offices: 270€—N. Twelfth Street, Milwaukee, Wisconsin 


Factories and Branches: MILWAUKEE—CHICAGO—NEW YORK - 
BALTIMORE — PHILADELPHIA — GRANITE CITY, ILL. —NEW ORLEANS 
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“Electric Vacuum Cleaners” is the 
subject of the fourteenth of a con- 
tinuing series of “Better Buymanship” 
bulletins published by Household Fin- 
ance Corporation to tell consumers 
how to distinguish quality, efficiency, 
and value. The series is a part of 
money management education being 
carried on by the Corporation. 

The vacuum cleaner bulletin con- 
tains buyer information on all ordi- 
nary types of machines. Chapters in- 
clude: Is price an adequate guide to 
efficiency and durability? What must 
an effective cleaner do? How does a 
vacuum cleaner remove dirt? What 
makes a vacuum cleaner durable? 
What other parts of the cleaner are 
important? What types of cleaners 
are on the market? Are reconditioned 
cleaners satisfactory? Vacuum clean- 
er attachments; How can efficiency 
of cleaners be tested? How much at- 
tention should be paid to sales argu- 
ments? Care and operation of cleaners. 

In order that a well-balanced point 
of view might be presented, the edi- 
tors studied many publications and 
consulted the following authorities: 

H. L. Whittemore, National Bur- 
eau of Standards, Washington, D. C.; 
Gordon Thompson, Assistant Chief 
Engineer, Electrical Testing Labora- 
tories, New York City; Dr. Louise J. 
Peet, Head of Household Equipment, 
lowa State College, Ames, lowa; The 
Hoover Company, Canton, Ohio; 
Birtman Electric Company, Chicago, 
Illinois. 


Sales billed by the General Elec- 
tric Company during the first nine 
months of 1935 amounted to $149,- 
173,275.12, compared with $121,735,- 
122.98 during the corresponding peri- 
od last year, an increase of 23 per 
cent, according to an announcement 
by president Gerard Swope. 

Profit available for dividends on the 
common stock for the first nine 
months of this year was $17,205,332.- 
37, compared with $11,714,247.20 
for the first nine months of last year. 
This profit is equivalent to 60 cents 
a share for the first nine months of 
1935 and 41 cents a share for the 
first nine months of 1934 on 28,845,- 
927 shares outstanding in both periods. 


Reflecting a steady growth of busi- 
ness on the West coast, Thompson 
& Holmes, Ltd., San Francisco 
wholesale distributors for nationally 
known household appliances and _ ra- 
dios, recently moved into new and 
larger quarters at 2701 16th Street, 
in that city. 

The new building, which has a 
floor space of 48,000 square feet, will 
house both business offices and ware- 
housing facilities, company officials 
said. A series of effective merchan- 
dising displays featuring the various 
products handled by the concern is 
being installed on the second floor 
of the three-story building. 

Officials of Thompson & Holmes, 
Ltd., are: J. W. Holmes, President; 
C. Sharrah, Vice-President and Gen- 
eral Manager; Robert E. Crane, Sec- 
retary and M. M. Sharrah, Treasurer. 

The concern is wholesale distribu- 
tor for Northern California, South- 
ern Oregon and Western Nevada of 
Zenith Radios, Electrolux Refrigera- 
tors, ABC Washers and _Ironers, 
Royal Vacuum Cleaners, Lonergan 
Oil Burning Space and Water Heat- 
ers, the Royal Culinaire and Ken- 
Rad Radio Tubes and Lamps. 


A contest to find the oldest washer 
in use in Seattle, Wash. was recently 
staged by Frederick and Nelson, 
with an Easy Dryer Washer as the 
prize. The same store announces the 
addition of a lighting expert to its 
sales staff and the subsequent rear- 
rangement of light units in its model 
room displays to illustrate the best 
principles of lighting. An hour’s daily 
broadcast from the store’s auditorium 
to be seen in person, or listened to 
over the air, advertises the radio de- 
partment. 


The Standard Electric Stove 
Company, Toledo, O., announces 
the establishment of a display room 
and office at 1441 Merchandise Mart, 
Chicago in charge of Mr. W. H. 
Sickinger, district representative. 

Display samples of representative 
models are shown and all transactions 
from the Chicago territory will be 
handled through that office. 





FRANK BROUCEK MAKES A KILLING © 


When Frank J. Broucek telephoned his boss over ot General Electric Appliance 
Company in Chicago, October 7, and told him he had knocked over something 
big up in Michigan, the office was all excited. When the latest report arrived 
it turned ovt thot Salesman Broucek was buzzing along on US 31 between 


M ied, 





ond Scottsville at 7:30 P.M. when out of the bushes popped o deer, 


dozzied by the light. There wos o thump and Mr. Broucek stopped to find 
h if the p of about 85 pounds of young venison. 
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Judson C. Burns, veteran Philadel- 
phia appliance merchandiser, was 
both busy and cheerful seeing 
that things went off well at the 
General Electric booth. Biggest 
crowds in the history of the show, 
he commented. 





















L. Buehn, Jr., talks things over with one of the deal- 
ers. All the distributors were kept busy answering 
questions. 





E. E. Hedlor, Quality Elec- 
tric range representative, 
stops for a moment's chat 
during the show. The public 
are going for the modernis- 
tic designs in ranges, he 
says. 


An actual buying scene 
at the show. This was 
duplicated all over the 
floor; families asking 
questions, making 
appointments, seeing 
demonstrations and 
comparing merchan- 
dise. 
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120,000 PEOPLE FLOCKED TO 
CONVENTION HALL TO SEE 
AND BUY APPLIANCES 


Candid Camera Shots by Laurence Wray 


A demenstration of ironing machines at the ABC 
booth attracted a lot of attention and kept the 
demonstrator busy answering questions. 


Miss Clara Zillessen, advertising manager of the 
Philadelphia Electric Company, busy checking up 
with one of the boys at the company booth, as to 
the number of people who had stopped to see the 
device which measured kilowatt-hour consumption 
of various appliances. 








Barney Thielscher, merchandise 
manager of the Graybar Electric 
Company in Philadelphia, got in 
the way of this camera shot. 





C. K. West, vice president of the 
General Electric Company and 
president of the Philadelphia Elec- 
trical Association, was an inter- 
ested participant in the eighth an- 
nual show his organization put on. 
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As a matter of fact, the term “planned kit- 
chen” is of itself evidence of sales timidity. The 
term should be “complete kitchen” and that is 
what we should sell. 


Electrical 
Merchandising 


Vol. 54 330 W. 42nd St., New York No. 5 ; 2 
L. E. MOFFATT HOWARD EHRLICH H. W. MATEER Estimated 
Editor Vice President Manager 


Annual Revenue 


One of the humoresques of the utility business 
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Price or Cost? 


During the tough times, price was paramount. 

At first we had distress merchandise—good stuff 
which dead-broke manufacturers, wholesalers and 
retailers had to sell for what they could get, 
which was little enough. 

Then came the period of fabricating distress 
raw materials at no manufacturing profit, just 
to keep the wheels turning. 

But it doesn’t take long in a country like 
this to exhaust such sources of supply. The next 
step was the cheapening of merchandise by skimp- 
ing, sweating the help, and more kinds of plain 
and fancy chiseling than the Devil himself could 
invent on a bet. 

And so we swing into the upturn with mar- 
kets polluted by this skimped merchandise, which 
in our particular business means either inefficient 
or dangerous merchandise..The price is low but 
the cost of operation, the fire hazard, the repair 
bills and the incalculable losses due to interrupted 
service, make such merchandise a fantastic ex- 
travagance. 

Some years ago, when gas companies were re- 
sorting to every means to build their cooking 
load, it was quite common for them to give away 
ranges. The American public is pretty dumb, but 
not quite dumb enough to fall for that one. 
Figuring, and rightly, that the “free’’ range was 
paid for out of the profits on gas consumed, it 
refused the bait, and so one smart gas company 
sales manager put in a line of high priced ranges, 
gave them their full mark-up, and sold more oi: 
these high priced units in a month than he had 
been able to give away in the previous year. 
Proving that the public in normal times is inter- 
ested in cost rather than price. 

It is about time that we reminded the public 
that cheap appliances are costly appliances. This 
is a job primarily for the utilities. They cannot, 
in these days, afford to have inefficient or danger- 
ous electrical merchandise on their lines. They 
have an inescapable responsibility in the matter, 
and neglect of that responsibility not only plays 
havoc with the whole electrical merchandising 
business but it will inevitably lead to reprisals. 


Daniel Departed 


A lighting merchandise solicitor working for the 
Commonwealth Edison Company of Chicago, 
writes to complain that instruction courses for 
junior salesmen are inadequate. Moreover he 
proves it. 


He had taken his course of instruction, secured 
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an appointment with the prospect, went through 
his sales routine in strict accord with the ritual 
and was sitting, pen poised, to write the order 
when he turned to observe a two-year-old lion with 
lolling tongue about to lick his ear. Daniel went 
away from there—whether through the roof or 
through the nearest partition is not revealed—but 
he departed in a very great hurry. 

“The trouble with these sales courses is, “he 
complained when he reached the office, “that they 
don’t teach anything about lion taming’’. 


Bathtubs On Wheels 


A great many years ago a great-uncle of this 
writer was a sort of plumber. He sold and in- 
stalled zinc kitchen sinks and cast iron sink 
pumps, which were very progressive equipment in- 
deed in those days. Then came the idea of the 
man-size bathtub to replace the round wooden 
tub which on Mondays was used for clothes 
washing and on Saturdays for washing us kids. 

An horrendous argument arose as to whether 
these new tubs should be connected by lead pipe 
to the then new and very swank “running water”’ 
or whether they should be mounted on wheels 
so they could be pushed in front of the kitchen 
stove on cold days and be filled and emptied with 
a pail. The school of thought espousing the 
“stationary tub” won out, and so today we have 
our elaborately equipped and decorated bath 
rooms—to the very great profit of Standard San- 
itary and other makers and purveyors. 

In the electrical appliance business, the peram- 
bulator idea prevailed. We put wheels on our 
washers, our ironers, our dishwashers. We did 
mot connect them to plumbing. The millions of 
tons of water which American women have lifted 
from sink to washer and back again is incalcul- 
able. 

And so now we have the whole job to do over 
again. Planned kitchens and laundries, in which 
the appliances are located, plumbed and electric- 
ally connected in a common sense manner are 
just beginning to be promoted timidly. How 
timid we are in this promotion is seen by the 
fact that we so often recommend that the custom- 
er simply provide space for the appliances, and 
buy them one by one. Can you imagine a bath 
room planned for equipment which should be 
purchased piecemeal?—a hand bowl this year, 
a water closet next year, a bath the year after, 
with the shower added perhaps when the old man 
gets a raise. The suggestion is fantastic, yet that 
is how many appliance men are approaching the 
planned kitchen and planned laundry promotion. 


is “estimated annual revenue”. It has been applied 
to every appliance, and is about as accurate and 
predeterminable as the flight of an astigmatic 
bumble bee. 

The writer of these lines once attempted to 
evaluate the earning power of his several electri- 
cal appliances. He had just then a yen for waf- 
fles, and for a couple of weeks the waffle iron, 
dragging 600 watts, was in service an hour per 
day. Then we tired of waffles, and the appliance 
reposes on the pantry shelf. Similarly we had a 
hot spell when baths were required two or three 
times a day and the pump worked almost con- 
stantly. For no reason at all the family decided 
that coffee was injurious and so the percolator 
which had worked as regularly as the sun rose 
was tossed into the discard. The man of the 
house took himself a long business trip during 
which the wife opened the ice box perhaps four 
times per day whereas when the boss was home 
dozens of bottles of warm beer were chilled, 
the ice box opened 20 or 30 times per day and 
the motor never cooled. 

How the heck can anyone estimate annual 
revenue in a situation like this? 

In connection with the Better Light-Better 
Sight movement we have had many queries as to 
the exact dollar-and-cents return. Hard boiled 
executives have pounded the desk and demanded 
in loud tones “what is there in it for us?” No- 
body knows. When you try to figure out the 
estimated annual revenue upon an I. E. S$. Lamp 
or a hundred watt bulb you are just guessing. 
As a general proposition, added load means add- 
ed income but how much income it amounts to 
is entirely problematical. 


Our own theory is, add the load and trust 
in God. 





To the Editor: 

On page 34 of the June issue of ELECTRI- 
CAL MERCHANDISING there appeared a 
short editorial entitled “Time for Showmanship.” 

Inasmuch as this editorial comment impressed 
me very much I thought you might be interested 
to know just how we in Northern California put 
this good and timely advice to work. 

During the months of October and November 
we are featuring a Mazda lamp campaign for ap- 
proximately 1500 dealers in our territory. This 
campaign is known as “The Big Show’ contest. 
Quite naturally the campagin itself has been built 
up around the “Big Show” idea. The keynote is 
Showmanship in Salesmanship. 

The attached sample is a teaser mailing which 
we_sent to these 1500 dealers as well as the job- 
bers and jobber salesmen serving these accounts. 
In this teaser mailing you will note that we made 
exceptionally good use of your “Time for Show- 
manship”’ editorial 

Showmanship in Salesmanship in 1935, and the 
years to come for that matter, certainly will pro- 
duce results. 

W. E. Cartson 
General Electric Company 
Pacific Division 
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HERE'S A FIVE-POINT 


FOR 


W// NOVEMBER... 


TO HELP YOU SELL MORE G.E. MAZDA LAMPS 


Hex E’S a five-point memo for November that should 
help you sell more G. E. Mazpa lamps than ever before. 
Darker days and longer nights mean more light. . . more 
Mazpa lamps...more higher wattage Mazpa lamps will 
be used in the next few months than at any other time 
of the year. Here are five ways to help you take the full- 
est advantage of this season: 


1. E. S. BETTER SIGHT LAMPS 
BREAK ALL SALES RECORDS... 


Sales of I. E. S. Better 

Sight Lamps, as indicated 
by the number of tags ordered, 
reached new highs for each 
month this year compared with 
the same month a year ago. In 
September, 117,500 tags were 
ordered...more than three times 
as many as were issued a year 
ago September! 
The concentrated campaign on these lamps put on by the 
entire electrical industry this fall has been an important 
factor in this tremendous sales increase. 
Increased sales of these lamps means bigger sales of G. E. 
Mazpa lamps... especially the 75, 100, and 150-watt sizes 
and also Mazpa Saline hree-Lite lamps. Feature these 
higher wattage lamps, display them... be sure your store 
is well stocked with these larger sizes to get your share 
of bigger profits. 


a 


NEW, COMPACT 
GENERAL ELECTRIC 
LIGHT METER... ONLY $11.50 


General Electric’s new 
Light Meter should be of 
real help to you... helping you 
sell more I. E. S. Better Sight 
Lamps and other modern light- 
ing fixcures. It’s so conveniently 
small that it’s easily carried in a vest pocket... or the 
change pocket of a coat. It sells for only $11.50, is com- 
ct in size and ruggedly made. 
he new Light Meter is 24 inches square and 1% inches 
thick. The face of the meter has a.rectangular shaped 





seale...with a range from 0 to 75 foot-candles. The scale 
is also marked to show the minimum required foot-candle 
ranges for different seeing tasks .,. also for show cases. 
On the back of the meter a stenciled metal plate shows 
recommended minimum foot-candle values j different 
types of work. 

This new Light Meter should be in the hands of every 
atore executive, every merchandising manager and others 
interested in obtaining and selling adequate light to pro- 
mote more sales. Write for further information. 





MORE THAN 1200 ORDERS 
RECEIVED FOR G. E. TRAINING 
COURSES IN TWO MONTHS 





GEnenat @ eractaic 
HOME LIGHTING 


In two months’ time, Treieie, 
one oe 


orders received at Nela 
Park for the new G-E home 
lighting training courses... for 
Supervisors, Advisors, and Re- 
tail Sales people...totaled more 
than 1200. They have come from all parts of the country. 
Comments from utilities and large retailing organizations 
have characterized these training courses as the least ex- 
vensive, the most effective, and the most complete home 
ighting sales training ever offered. 
If you hous’ yet investigated these courses, you owe it 
to yourself to do so. For further information, phone or 
write the Sales Division office of General Electric in your 
territory. 


“ sous sees es 
sme semen peagiase gerne” 














SPLASH YOUR WINDOWS AND COUNTERS WITH 
G. E. MAZDA LAMP DISPLAYS THIS MONTH! 


Be sure to cash in 
at this season of the 
year with its darker days 
and longer nights ... Give 





GENERAL £3 ELECTRIC 


MAZDA LAMPS 


your store windows, and counters, and other points of sales 
adequate displays of G. E. Mazpa lamps. Put your lamp 
merchandisers well up in the front of the store. Place car- 
tons of lamps near the cash register. Ask customers to 
buy. Tell them that G. E. Mazpa lamps give them more 
light for their money because they stay brighter longer! 


TIME IS SHORT FOR STOCKING 
BRAND NEW CHRISTMAS TREE LAMPS 





* There's only a limited time for stocking your supply 
of the three brand new General Electric Christmas 
Tree lamps. If you haven't ordered them yet, ask your 
jobber about these new lamps today. 

he “electric candle” lamp...a new product. Clear bulbs 
fitted into colored cardboard candles. Retail list of bulb 
only 5 cents each. 
“Luminous candles” are candle-shaped bulbs . . . red, or- 
ange, green, blue and white. Come for multiple and series 
circuits. Price, 10 cents each, retail list. 
**Multiple Christmas Tree lamps” are made in the famil- 
iar cone shape bulb. Especialiy designed for multiple cir- 
cuits. ..if one lamp burns out, the rest keep on burning. 
Retail list, 10 cents each. The regular standard cone- 
shaped lamps, C-6, are also available... retail list, 5 cents. 
Remember, these lamps are being nationally advertised 
in 4-color advertisements ... American Weekly, Dec. 8; 
Saturday Evening Post, Dec. 14; and Liberty, Dec. 21... 
a combined circulation of more than 10,000,000! 
General Electric Company, Nela Park, Cleveland, Ohio. 





they stay 
brighter longer 
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eview of New Products 








Hotpoint Ranges 


Meadows Washer 


The Meadows Corp., 
1945 S. 54th Ave., Chicago, Il. 


Model: M-11 
Description: Full square cabinet washer 


completely enclosed square tub; por- 
celain inside and out, black finish in- 
side; 8 lbs. dry capacity; 3-curved- 
vane impeller type submerged agita- 
tor; belt driven; YY h.p. motor; 
wringer equipped with single conven- 
ient control handle to start, stop, re- 
verse rolls; push bar release; 24x12 
in. cushioned rolls; swings to 5 posi- 
tions; built-in rotary speed pump with 
separate button control; hose for fill- 
ing and emptying tub; white table top 





Dover Iron 
The Dower Mfg. Co., 


knife ; large wooden serving tray, 132 
x21 in. 

No. 1510 Sandwich Queen Servette Set, 
equipped with modernistic, chromium 
sandwich toaster complete with drip 
cup; 3-compartment crystal glass util- 
ity dish; reversible cutter-board: 
stainless knife with 7 in. blade and 
wooden serving tray. 

No 1168 Waffle Iron Servette Set 
consists of new low boy type waffle 
iron with clear vision indicator to 
show when iron is ready for baking, 
also when too hot or too cold, alumin- 
um grids, drip catcher for overflow; 
modernistic, crystal glass pitchers with 
black glass cover, and glass tray to 


River St., Dover, Ohio. 
Device: Lady Dover iron. 
Description: 6 \bs. 1000 watt iron Price: 1501 $8.35; 1510, $15.; 1168, $14. 

with open-end handle that permits Electrical Merchandising, November, 
full length of iron to operate inside 1935. 

sleeves, etc.; temperature control for 
various fabrics; hermetically sealed 


match; large wooden serving tray 


Edison General Electric Appliance Co., 990s in. wateat felch. 


Inc., 5600 W. Taylor St., Chicago, Il. 

Medels: Dawn and New Era. 

Burners: Both models: 3 Hi-Speed Cal- 
rod surface units, 1 8% in. 2100- 
1050-525 watts, 2 62 in. 1200-600-300 
watts; 1 thrift cooker, 660-120-100 


cover; white wringer with chrome 
trim. Meadows attachment ironer and 
Meadow-Mix attachment food mixer 
available as auxiliary equipment, 
driven by washer’s 4 h.p. motor. 

Price: $109.50.—Electrical Merchandis- 
ing, November, 1935. 


watts. Lower oven unit 2900 watts, 
extra high speed broiling upper unit 
2000 watts in addition to 500 watt 
outer coil in upper unit for preheating, 
baking and roasting operations. 1 Cal- 
rod warming compartment unit 750 
watts, thermostatically maintains tem 
perature of approximately 180°. 
Sizes: Dawn, floor space 42 x 25¥4 in; 
New Era, floor space 42 x 26!/; in. 
both models 36 in to cooking top; 
oven 16x14x19l4 in. 

Features: Dawn, table top model; new 
hydraulic bulb and bellows type oven 
temperature control; pilot light on 
switch panel indicates when desired 
temperature is reached in oven; extra 
large warming compartment; appli- 
ance receptacle mounted in back 
splasher; French gray or white por- 
celain with chrome trim. 

New Era, built-to-floor type; white or 
cameo ivory porcelain enamel with 
chromium trim mounted on black base 
with toe space. New Era also equipped 
with 2 large utility drawers. Both 
models have new Telechron motored 
clock as optional equipment. Monel 
metal tops and back splashers also 
available on special order.—Electrical 
Merchandising, November, 1935. 








K-M Toaster Tray Set 


Knap p-Monarch Co., St. Louis, Mo. 


Models: No. 1200 Tel-A-Matic toaster 


tray set; No. 1500 sandwich toaster 
trav. 








v 


W estinghouse 
Dishwashers 


Westinghouse Electric B@ Mfg. Co., 


Mansfeld, O. 


Models: DW-13, DW-14, DW-15, 


DW-16. 


Description: DW-13, square, portable 


model; DW-14 cabinet model; DW- 
15 and DW-16, cabinet models with 
Monel sink, linoleum top, backsplash- 
er, and fixtures; all models available 
with Everdur or rubber racks; all- 
white Dulux finish; Cabinet models 
open at front making additional work 
surface on top.—Electrical Merchan- 
dising, November, 1935. 


- 





oe 


v 


Monarch Range 


heating element should insure years 
of trouble-free service. 


Price: $7.95—Electrical Merchandising, 


November, 1935. 
v 





Hoover Cleaner 
The Hoower Co., N. Canton, O. 


Model-300. 
Description: Patented dirt finder re- 


cessed in verticle, ventilated motor ; 6- 
blade aluminum fans; cylindrical, 
nickel plated agitator; 2 non-adjust- 
able brushes used on each agitator, 
easily removed for replacement; 
beating bars on agitator in spirial 
manner to gently vibrate carpet to dis- 
lodge dirt and bring it to surface 
where suction and brushes pick it up; 
11-11/16 nozzle; aluminum main 
casting; furniture guard; nozzle ad- 
justment for any thickness of carpet; 
21 ft. non-kinking cord; weight 15 
Ibs: 7-9/16 in. high. 


Price: $49.75.—Electrical Merchandis- 


ing, November, 1935. 
v 


Dominion Servette Sets 
Dominion Electrical Mfg. Co., 





Sunbeam Coffeemaster 
Chicago Flexible Shaft Co., 
5600 Roosevelt Road, Chicago, Ill. 


Description: Full vacuum principle; un- 


breakable construction; thermostati- 
cally controlled table stove with 750 
watt element embedded and sealed 
in; can be set to keep coffee hot after 
brew is made; stainless steel filter 
rod; signal float rises above brew- 
top when server should be removed 
from stove; also available with ser- 
vice set which includes sugar and 
creamer set and tray; chrome plated, 
ebony trim and handles.—Electrical 
Merchandising, November, 1935. 





Description: No. 1200 set consists of 
Tel-A-Matic, automatic toaster, wal- 
nut tray and bread board ; 2 compart- 
ment relish dish. 

No. 1500 set consists of No. 549 sand- 


Mansfeld, O. 
Models: No 1501, 1510 and 1168. 
Description: No. 1501 Toaster Serv- 
ette Set consists of 2-slice turnover 


Malleable Iron Range Co., 
110 Lake St., Beaver Dam, Wis. 
Model: “3-in-One” combination range. 
Description: Combines cooking equip- 


GE Xmas Tree Lamps 
Incandescent Lamp Dept.,General Elec- 
tric Co., Nela Park, Cleveland, Ohio. 
Description: Luminous candle lamp has 





wich toaster that opens to double grill, 
walnut tray, bread board, 3-compart- 
ment relish dish; toaster 500 watts, 
115 volts, a.d. or d.c.—Electrical Mer- 
chandising, November, 1935. 





*ment with built-in room heater and 
an electrically heated water storage 
tank; heater may be used as refuse 
burner or fired with coal wood or oil 
for heating the kitchen, for electric 
water-heating, tank is fitted with am- 
ple wattage unit; controlled by hand 
switch and automatic thermostat ; half 
of range surface is heated by fire- 
box, other half has 4 standard Mon- 
arch “Hi-Efficiency” units; standard 
17 in. oven with automatic temper- 
ature control.—Electrical Merchandis- 
ing,/November, 1935. 





toaster, modernistic, chromium plated ; 
5-compartment crystal glass utility 
tray-1 compartment for butter; rever- 
sible cutter board; stainless steel 


candle shaped bulb: fits into usual 
Xmas tree strings; made for series 
and multiple. circuits; 5 inside col- 
ors: red, blue, green, orange, white. 
Electric candle, diminutive clear bulb 
lamp which goes into cardboard hold- 
er to represent tallow candle. 

Pine cone shaped lamp for multiple 
circuits; 5 inside colors; green, red, 
blue, orange, white. 


Price: Luminous candle, 10c; clear bulb 


candle 5c; pine cone lamp 10c.— 
Electrical Merchandising, November, 
1935. 
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K-M Waffle Irons 


Knapp-Monarch Co., St Louis, Mo. 

Models: 969,965 and 968. 

Description: 969, automatic waffle iron ; 
signal light goes out when waffle is 
ready; a.c. only. 965, twin waffle iron; 
2-heat indicators tell when grids are 
ready for batter; walnut handles; a.c. 
or d.c. 968, non-automatic waffle iron ; 
heat indicator tells when grid is ready 
for hatter. All models: 600 watts, 
115 volts; walnut handles; expan- 
sion hinges; greasless grids; chrom- 
ium finish.—Electrical Merchandis- 
ing, November, 1935. 


v 


. 





Saturn Water Heater 
Lectrolite Corp., Defiance, Ohio 

Model: E—30 Storage water heater. 

Description: 30 gal capacity; equipped 
with upper and lower heating ele- 
ents, 1000 and 1500 watts; automatic 
switch; temperature control adjust- 
ment; Saturn thermostat. 

Price: $75 with galvanized tank; $105 
with Everdur tank.—Electrical Mer- 
chandising, November, 1935. 





W estinghouse 
Sandwich Grill 


Westinghouse Electric 8 Mfg. Co., 
Mausfeld, O. 

Device: All-Purpose sandwich grill. 

Description: Grids adjustable to any 
thickness; lower grid has grease ring 
and drip hole; modernistic, cool wood 
handles; 115 volts, 660 watts; grids 
each 104x6¥%; detachable cord. 

Price: $5.95.—Electrical Merchandising, 
November, 1935. 





GE Hotpoint Mixer 


General Electric Co., 

Mdse. Dept., Bridgeport, Conn. 
Model: No. 139DMé4 portable mixer. 
Description: May be used on base or 

removed and used at stove, sink, etc. ; 
double beaters shaped to contour of 
sure-grip opal white mixing bowls; 
3-speed switch; silver and baked 
Glyptal finish; oil cannot drop into 
food; standard equipment consists of 
portable mixing unit, base, double 
beater, large and small bowl; juice 
extractor and oil dropper at slight 
additional cost; 100 watts, a.c. d.c. 
Price: $18.75.—Electrical Merchandis- 
ing, November, 1935 
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ABOUT FARM WASHER BUSINESS 


It’s a good time to “Talk Turkey” about farm power 
washer business ... Farmers have more money than 
they have had for years — and they are spending it, 
not only for general farm equipment, but also for their 
families and their homes. 


These days, gasoline motor powered washers for 
farms without electricity are a live item. 


Never in the history of the washer business have the gas- 
oline motor jobs made such tremendous sales records. 


It is important to you to know that the lions share of 

this profitable extra business is being “Gobbled Up” 

by dealers selling washers equipped with the famous 
easy-starting Briggs & Stratton 4-cycle motors. This 
is true because these motors are accepted by farmers 
everywhere as the time-tested most dependable wash- 
er motors built — and on over 500,000 farms the 
women folk swear by them. 


The enviable reputation of these motors plus the adver- 
tising appearing each month in national and state farm 
papers urging Mrs. Farmer to make washing a simple 
and easy task, make Briggs & Stratton equipped wash- 
ers easiest to sell .. . Get this extra business in your 
territory by making sure that your washers are powered 
by Briggs & Stratton 4-cycle motors. 

BRIGGS & STRATTON CORP., Milwaukee, Wis. 


A new colorful window display poster, and folder 


the press. They will help you get this business. 
If you haven’t received them, write. They are free. 
















EASY STARTING DEPENDABLE 


Tell your customers and 
prospects where to tune 
in on the American Wash- 


ing Machine Manufactur- 


ers “‘Household Hints 

program, coast to coast 

every Tuesday and Friday 
morning. 


USED BY NEARLY ALL WASHER MANUFACTURERS 
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ALL THOSE NEW HOMES 
| IN YOUR VICINITY.... 
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»+.- Gre prospects 


for BREEZO FANS 


New residential building is moving upward at a faster 
and faster pace. Are you ready to cash in on the market 
for ventilation that is being created for you? 

If you have not already done so, we suggest you get 
all the facts concerning this opportunity for building 
new business, at attractive profits, with the complete 
line of Breezo Fans. 

With the advances made by Breezo in quiet, efficient, 
easily-installed ventilation, every new home is a prospect 
— not for a single fan but for several. Modern kitchens, 
popular game rooms, and attics all open up possibilities 
that are just beginning to be appreciated as outstanding 
opportunities for alert dealers. 

With better ventilation a recognized need in cold 
weather as in hot, and with Breezo Fans available for 
every type of installation—in old homes as well as 
new—we suggest that you write at once for details 
concerning BREEZO Fans and Buffalo Attic Ventilators. 


Buffalo Forge Company 
205 Mortimer St., Buffalo, N. Y. 


In Canada: Canadian Blower & Forge Co., Ltd., Kitchener, Ont. 


Sell modern ventilation with 


BREEZO FANS 











A Review of 
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Clark-Air Bed Units 
Clark Equipment Co., 

1501 Merchandise Mart, Chicago, Ill. 

Device: Cools, dehumidifies, cleanses 
air within curtains around bed. 

Description: Refrigerating apparatus 
consisting of motor, compressor, con- 
densing coil, fan, contained in small 
box located on floor at foot of bed; 
mattress on bed is surrounded by cur- 
tain which hangs on bar supported 
at head and foot of bed by standards 
fastened into pedestals on floor; cool- 
ing coil is placed over foot of bed 
within curtain surrounding mattress ; 
entirely open at top; cool air gradu- 
ally displaces warm air within cur- 
tain; manual and automatic tempera- 
ture control of air within bed; ap- 
proximate temperature 65° ; bar which 
supports curtain is tipped proper 
amount to get in or out of bed; op- 
erates from any light circuit.—Eleciri- 
cal Merchandising, November, 1935. 





~ 
K-M Grill 

Knapp-Monarch Co., St. Louis, Mo. 

Model; Portable 239 double grill. 

Description: Two rotary snap switches 
permit use of either or both grills at 
same time with single heat right hand 
burner and choice of low, medium or 
high on left burner; Nichrome resis- 
tance wire imbedded in fully encased, 
range type elements; modernistic, 
streamlined, chromium finish top, 
black frosted enamel base.—Electrica! 
Merchandising, November, 1935. 





* Westinghouse Urn Set 
Westinghouse Electric @ Mfg. Co., 
Mansfeld, O. 

Device: Moa. rnistic “Patrician” 9-cup 
urn set. 

Description: Set includes urn, sugar, 
creamer and rectangular tray; urn 
equipped with drip-proof spigot with 
cool handle; fuse protection insures 
against boiling dry; 410 watts; de- 
tachable cord and miniature plug in- 
cluded; a.c. or d.c.; set is completely 
chrome plated with black wood han- 
dles;- inside bottom of tray is black 
enamel. 

Price: $17.95.—Electrical Merchandis- 
ing, November, 1935. 






Duparquet Range 
Duparquet, Huot F Moneuse Co., 
New York, N.Y. 


Model: R-65. 
Description: Equipped with Chromalox 


hot plates, two 9x24”; two 10” heavy 
duty and two 8” high speed. 

Two ovens 17x14x22” equipped with 
2500 W. broiler and 1500 W. baking 
units; automatic temperature control ; 
flush type panel; alt 3-heat switches, 
cutout panel for service connections 
Floor space, 65” x 32”. 


Finish: Stainless steel top, chrome plat- 


ed steel oven lining; stainless stee! 
racks and grease pans. Heat resis- 
tant blue steel enamel finish with 
stainless steel trim. 


Retail Price: From $785.—Electrical 


Merchandising, November, 1935. 





SM P Heater 


Southern Metal Products Corp., 
Huntsville, Ala. 


Device: SMP portable circulating 


heater. 


Description: Heat rays diffused and 


radiated through room by diamond 
shaped chromium steel reflector; air 
flows through louvers at bottom of 
heater and out through top grill; 
heaters with chrome front available 
in 1250 or 1000 watts; enameled front 
heaters, 1000 watts only; crinkled 
baked enamel finish in black, blue, 
lavender, green, brown and. maroon. 


Prices: Chrome front, $7.50; enameled 


front, $5.95.—Electrical Merchandis- 
ing, November, 1935. 





Dunn Water Heaters 
Monna Products Co., Sheffield, Ala. 


Models: No. 30, No. 30HD, and a Spe- 


cial 17 gal. heater. 


Description: No. 30 and 30HD, auto- 


matic; self contained and self operat- 
ing with thermostatic control; 30 gal. 
capacity; in white, buff, gray or black 
porcelain finish with aluminum doors 
and contrasting colors on bases and 
tops; No. 30 equipped with 1 1600 
watt element; No. 30HD equipped 
with 2 elements, 1600 watts lower 
and 1000 watts upper. Special 17 
gal. heater designed for small homes, 
barber shops, stores etc., 1000 watt 
element, 110 volts. 


Prices: No. 30, $58.50, Special 17 gal. 


model, $37.50. — Electrical Merchan- 
dising, November, 1935. 
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GE Cleaner 


General Electric Co., 
Merchandising Dept., Bridgeport, Conn. 
Model: AV-5  “Streamline-Feather- 

weight” motor-driven brush-type 
cleaner. 

Description: Weighs 14 lbs; 7-blade 
steel-suction fan has 53 cu.ft. air-flow 
per min. with cleaner in operation; 
1/5 h.p. a.c.-d.c. motor, 25-60 cycles, 
115 volts, air-cooled by separate fan; 
tufted horsehair brush with 3-pt ad- 
justment; nozzle adjustment screw on 
rear casters; steel-chromium plated 





* handle with control latch and trigger 
i. _ Corozone switch; 2 soft-rubber front wicels 
is- Air Conditioners a ed spotlight; marcon bag 
ith 1422 gacld dene tied ad, O. Price: $44.50.—Electrical Merchandis- 
ral Models: Portable HC Humidifier; SW- sng, November, 1935. 


C Cooling Unit. 

Description: HC Humidifier suitable for 
homes, offices, stores, waiting rooms, 
etc; equipped with Corozone Ionizer 
which ‘deodories, purifies, revitalizes, 
dissipates odors; 12 in. aluminum, 
motor-driven fan circulates 600 cu. ft. 
air per min. through Ionizer, filter 
and humidifier; humidifying accom- 
plished by 3 gal. copper container; 
600 watt heating element controlled 
by thermostatic, automatic switch ; en- 
closed in walnut cabinet. 

SW-C cooling unit, cools, dehumidi- 
fies, deodorizes, purifies, revitalizes, 
filters air; walnut cabinet encases ex- 
pansion or cooling coils, expansion v 
valve, Corozone Ionizer, standard size 





filter; especially designed air condi- 
tioning motor and fan for circulation; 
drip pan for draining condensation 


ng from coils with connections all made 
in cabinet ready to be hooked to com- 

nd pressor or condensor unit. 

ial Price: HC Humidifier, $138.50; SW-C 

ale cooling unit, $149.50.—Electrical Mer- 

al chandising, November, 1935. 
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GE Light Meter 


Incandescent Lamp Dept. General Elec- 
tric Co., Nela Park, Cleveland, Ohio 

; Device: Vest pocket size light meter; 
rectangular-shaped scale with range 
from 0 to 75 footcandles, also indi- 
cates footcandle ranges for ditferent 
seeing tasks; recommended minimum 
footcandles required for different 
typés of work imprinted “on meta! 
ol back; light-sensitive cell protected by 
glass cover plate on top of meter; 








ho- mahogany finish textolite case, 21% in. 

- square. 

al. Price: $11.50.—Electrical Merchandis- 

ack ing, November, 1935. 

ors 

nd v 

500 ° 

ed Fay Cleaner Belt Display 

yer The Fay Rubber Products Co., 

17 Elyria, Ohio. 

es, Device: Display case for assortment of 

att vacuum cleaner belts; step-up design, 
53% in. wide, 11 in. long, 1744 in. 

al. high; carries complete assortment. — 

in- Electrical Merchandising, November, 





1935. 








ELECTRICAL MERCHANDISING — NOVEMBER, 1935 


W estinghouse Clocks 


Westinghouse Electric Supply Co., 
150 Varick St., New York City 


Description: New line of self-starting 


and manually-starting clocks ranging 
from office to boudior in design has 
been announced ; mahogany tambours, 
chorded strike, Westminster chimes, 
musically-toned alarm movements are 
featured; wall clocks in commercial 
and kitchen types; modernistic de- 
signs in beveled plate glass and 
chromium are included in line.—Elec- 
trical Merchandising, November, 
1935. y 


Belden Heater Cord 


Belden Mfg. Co., 4689 W. Van Buren 


St., Chicago, Ill. 


Device: 7 ft. of size 18 special “Long- 


Wear” twined braid heater cord with 
small Belden unbreakable soft rubber 
plug permanently attached; opposite 
end is finished ready for attachment 
on any heater appliance that does not 
use a heater plug or for use with 
special types of heater plugs.—Electri- 
cal Merchandising, November, 1935. 





Favorite Heater 


Central West Products Co., Dayton, O. 
Description: Heating element 8 in. 


long 750 watts, 110 volts, ac or dc; re- 
flector available in copper of chrom- 
ium finish; tilts to several angles; 
handle at top; 12 in. high, 7 in. deep 
14 in. wide; crackle baked finish in 
blue, green, cream or black. 


Price: Copper reflector models $5.95; 


chrome reflector models $6.95.—Elec- 
trical Merchandising, November, 
1935. 
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60% faster than non-automatics being used in 
18,000,000 American homes... an iron that 
saves one out of every three hours on heavy 
ironing! This is the Christmas story that 
earns for the Proctor Snap-stand Speed Iron 
a place on your gift counter. 

Consider how much more than just mere 

@ utility is wrapped up in its festive “Christmas 
package ... how perfectly it fits into the 
spirit of joyous, thoughtful giving! Time for 
pleasures in place of drudgery . . . unknown 
hours away from ironing! These are priceless 
gifts tor Christmas giving ... gifts that go 
hand in hand with the Procior Speed Iron. 


Make the most of this entirely new gift angle 
by dramatizing Proctor’s unique time-saving 
possibilities. The Snap-stand, for instance, 
means fewer strokes and less tiring ones, 
and there’s dramatic appeal about other 
exclusive Proctor features that offer real 
holiday cheer for your customers and extra 
profits for YOU. As for special promotions, 
‘we'd be glad to make suggestions if you'll 
write us. Proctor & Schwartz Electric Co., 
7th St. & Tabor Road, Philadelphia, . Pa. 
Proctor toasters, wafflers, and buffet sets have 
» natural gift and utility appeal.Feature the whole * 


line! It’s quality merchandise and brings great- 
er dollar volume than any other standard line. 


PROCTOR 
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IRONS - TOASTERS - WAFFLERS 























New Radio 

















Stromberg Radio 
Stromberg-Carlson Mfg. Co., 
Rochester, N. Y. 

Model: 61-H Horizontal bookshelf or 
table model. 

Description: Uses new metal tubes and 
is similar to other standard 61 models 
in chassis; 3 tuning ranges from 540 
to 1500 k. c.; 1450 to 3500 k. c. and 
5600 to 18000 k.c. controlled by range 
switch lever which clearly indicates 
range in use; Clover-leaf arrange- 
ment of coils and range switch; air- 
plane type dial; dual ratio tuning 
knobs ; cabinet 11in. high, 19 in. wide; 
full size chassis and full size 8%, in. 
dynamic speaker.—Electrical Mer- 
chandising, November, 1935. 








Crosley Battery Sets 
The Crosley Radio Corp., Cincinnati, O. 
Models: 12 new battery receivers—four 

6 volt and eight 2-volt models— in- 
cluding sets for foreign reception. 
Description: 6-volt models require no 
“B” batteries; 2-volt battery radios 
designed for use with air-cell “A” 
battery which breathes oxygen from 








ORE than 5000 years ago an ancient Chromel has proved so good for this use, that Ae — en itt 
M Egyptian conceived the idea of working nothing has ever taken its place . . . and endless pe oh be ag oma 
the fibres of the Papyrus into thin sheets. From research has continued to improve it. Today, it ad a Sa speaker ; 
this, came Paper, for recording our thoughts. lasts more than twice as long as it did a few years 
And the dark Ages began to grow lighter. ago. Chromel is not claimed to be perfect; but 

Likewise, as the discovery of paper was basic just as it is first as the original, in the opinion 
to civilized life, so was the discovery of Chromel, of our nationally known customers, Chromel 
which gives Electric Heat to home and industry. is also first in good performance. This is your 
This basic discovery made in 1906 created today’s assurance of your good judgment in selling 
electric range and all other heating devices, by devices: that are Chromel equipped. Hoskins 
providing the all-important heating element. Manufacturing Company, Detroit, Michigan. 





Crosley has made a special arrange- 
ment with The Ace Products Corp- 
oration, Cincinnati, O. to offer the Ace 
Govermatic Wind Charger to all pur- 
chasers of Crosley 6-volt battery ra- 
dios for $10. The Govermatic auto- 
matically charges “A” batteries in 6- 

volt sets; ammeter showing amount 
re THAT MADE ELECTRIC HEAT POSSIBLE a oeas bate ating ender 
equipment; cut-out. prevents over- 
charging; propeller automatically ad- 
justs itself to strong wind conditions 
assuring automatic speed control re- 
gardless of wind velocity. 
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Products 





Price: 6-volt models from $34.50 to$84.- 
50; 2-volt models from $19.99 to $74.- 
50.—Electrical Merchandising, No- 
vember, 1935. 


v 


G-E Radios 


General Electric Co., Mdse. De pt., 
Bridgeport, Conn. 

Models: A-64, A-67, 6-metal tube sets. 

Description: Each set has 2-bands, 540- 
1800 k.c. standard broadcasts and po- 
lice calls, 5400-18,000 k.c. domestic 
and foreign short-wave; sliding-rule 
tuning scale; automatic vernier tun- 
ing; automatic volume control; wal- 
nut cabinets. A-67, console has 1014 
in. stabilized dynamic speaker; A-64, 
table model has 8 in. stabilized dy- 
namic speaker.—Electrical Merchan- 
dising, November, 1935. 





Ever-Nu Fuse 


The Ever-Nu Fuse Co., 
919 N. Latrobe Ave., Chicago, Il. 

Device: Ever-Nu, self renewing mer- 
cury fuse. 

Description: When fuse is blown a snap 
of wrist in downward sweep resets 
globule of mercury and renews fuse. 
Available in 15, 20, 25 and 30 amps. 
—Electrical Merchandising, Novem- 
ber, 1935. 





H&H Switch 


Hart @ Hegeman Div., The Arrow- 
Hart & Hegeman Electric Co., 
Hartford, Conn. 

Device: 10 Ampere Type “C” tumbler 

switch. 

Description: Designed for modern, high 
intensity lighting and to take any 
Type “C” lamp load of 1250 watts 
made up of lamps of any size; full 
floating contacts self-aligning; auto- 
matically adjust themselves to cor- 
rect position and tension; insulated 
switch frame mechanism enclosed in 
Bakelite base.—Electrical Merchandis- 
ina. November, 1935. 
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@ BIGGER unit sates—Corditis- 
free Belden Electrical Cords identify 
the better appliances and enable you 
to sell more quality merchandise at 
higher prices. 


@ BETTER customer sarisraction— 
No costly service calls—no replace- 
ments. 


@ MORE extra sates of quatity 


REPLACEMENT CorpS—Hundreds of 


lamps, irons, heaters, and other ap- 
pliances in your territory are crippled 
with Corditis because they were un- 
fortunately turned out with old-fash- 
ioned plugs and cheap or sub- 
standard wire.There is a Belden 
Corditis-free Electrical Replace- 
ment Cord for every such appli- 
ance. Make them useful again 
and earn this extra profit. 


Beiden Manufacturing Company 
4663 W. Van Buren St., Chicago 
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RADIO 
Hits The Doorbell Route 


Specialty selling methods with higher prices, 


trained salesmen and supervisors and outside 


selling is the order of the day for radio-elec- 


trical dealers, says 








Russell Clarke 


Sales Supervisor, Raymond Rosen & Company, 


Philadelphia, Pa. 


In an interview with Laurence Wray 


ADIO has become a specialty 
business. 
That may not sound start- 


ling to the average reader. “Specialty 
business ?”’ says he, “Hell! It’s always 
been a specialty business.” 


Fact remains that only in the past 
year or so has the radio business be- 
gun to be conducted along the lines 
that the washing machine, the refrig- 
erator and the oil burner business 
have been. You have the word of 
Russell Clarke, who heads up the 
dealer-salesman supervisory operations 
at Raymond Rosen & Company, one 
of Philadelphia and the country’s big- 
gest radio distributors. 


“You remember the beginnings of 
radio”, he said. “The time when the 
amateur ruled the roost, when sets 
were home-made if they were made 
at all. You remember the phase that 
followed: the crude sets assembled 
by the manufacturers of parts. And 
you remember how the public flocked 
in to take away the wares. A big, 
cumbersome piece of apparatus with as 
many dials as the control room of an 
airplane; with batteries and battery 
chargers and separate speakers and all 
the rest. You just couldn’t stop the 
public buying. They were playing 
with a new toy. 


“And as improvements came when 
sets were electrified, the public, mad 
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about their new craze, junked their 
old stuff and bought the new. Radio 
wasn't a specialty business then. No 
business is a specialty business until 
enlightened salesmanship finds it nec- 
essary to prove to the public that they 
should buy something you have to sell 
that is better than the thing they have 
or is better than any other such prod- 
uct on the market. That's specialty 
selling. 

“After the electrified sets came in 
you remember that the business went 
from a profitable one with high prices, 
to an unprofitable one with extremely 
low prices. The midget and the cigar 
box set dominated the radio scene. 

“No specialty selling there. You 
have to have a price to justify special- 
ty selling. You have to have a price 
to pay the salesman and the supervisor 
and the brains behind the sale of a 
piece of superior merchandise. 

“That's where we have just about 
arrived. It’s taken a long time but 
the stage is set for a new kind of 
public radio buying. They fell for 
the price lure and found the radio 
sets didn’t give them satisfaction. 
They want better reception now and 
are willing to pay for it. That’s where 
specialty selling comes in. Having 
some five to seven year old jaloppy 
in the house and knowing it, to some 
extent that better sets and better re- 
ception exist, they are in a mood to 


be sold the superior product that the 
engineers and laboratories have de- 
vised in modern radio. 

“The proof is easy to find. Not 
only are the higher priced sets selling 
in greater proportion but the public 
are demanding to compare in order 
to satisfy themselves they are getting 
the best. Add to that the specialty 
dealer and distributor are beginning 
to go out and sell them on the superior 
features of the modern radio set and 
you have specialty selling.” 

Just what form did this specialty sell- 
ing of radio take ? That was one of the 
questions we had in mind to ask Mr. 
Clarke. Did it mean outside selling? 
Did it mean a better understanding on 
the part of the public as to what con- 
stituted a modern radio? A knowledge 
of short waves, of better tone control, 
of the quality of the reception, of the 
styling of the cabinet, of metal tubes, 
of the hundred things that make the 
1935 car a better buy than its T- 
Model counterpart? Or did it mean 
better trained salesmen and higher 
prices? 

“It’s a little bit of everything”, Mr. 
Clarke replied. “You've got to have 
higher prices, of course, to justify 
specialty methods. And, as a corollary, 
you have a better piece of merchandise 
to justify the higher prices. Radio 
dealers can’t specialize on sets today 
unless they are getting somewhere in 
the neighborhood of $100 for a set. 
We are aiming at raising that to 
around $125 as an average unit price 
sale. But as soon as your price drops 
below the $100 level it becomes in- 
creasingly difficult to justify the spe- 
cialty selling method. You can’t train 
salesmen, advertise, canvass and dem- 
onstrate under the $100 limit. There 
just isn’t enough left to pay the sales- 
man who, when you come right down 
to it, is the mainspring of the works. 

“Don’t forget’, he added, “that we 
are distributors — not retailers. Our 
problem is to get the dealer to adopt 
the methods that we know will in- 
crease his business and yield him big- 
ger profits in the radio business.” 

“How do you go about that?” we 
asked. 

“Well, in the first place’, Mr. 
Clarke said, “We have had a lot of 
dealer experience. We have something 
like 500 dealers on our lists, many of 
who we have been serving for years. 
We have learned certain important 
facts about the retailing of radio sets 
and refrigeration. From our own ex- 
perience we can prove to a dealer 
that, with higher prices he has some- 
thing like twice the amount of money 
to work with per sale, that his profits 
will be doubled, that his salesmen’s 
commissions will be increased and that 
his collection expense will be lowered. 

“Now a lot of dealers are wary 
when you approach them with a prop- 
osition to sell radio sets by specialty 
methods. They don’t believe it can be 
done. Refrigerators, yes. But radio? 
They have gone through the low- 
price racket and been burned once. 
They are not going to be suckers 
again. As a matter of fact, most of the 
dealers we have contacted in the past 
year have been on the verge of going 
out of radio entirely. They believed 
that its day as a money-maker was 
passed. Instead of that ig & can show 
them that it is just the 

“How do you do that?” he ane 
ern distributor of specialty epoliencie 
—refrigerators, oilburners, radio, wash- 
ers, ironers and the like is not dealing 
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in commodities, in supplies, if you 
please. He is dealing in merchandise 
that takes specialty methods to sell, 
And if the dealer he sells the merchan- 
dise to doesn’t sell it, then he is in a 
tough spot when it comes to a call- 
back and a re-sale. Appliances don't 
and that is the point I want to 
make. You have got to arouse -inter- 
est, create desire and then make the 
sale. It is the old story of salesman- 
ship all over again.” 

“How do you make dealers move 
goods then?” we asked. 

“In the same way that a good spe- 
cialty dealer has always moved goods’’, 
was the reply. “Training salesmen, 
supervising them, servicing appliances 
and seeing that the dealer knows the 
rudiments of book-keeping so that he 
is in a position to know whether he 
made a profit or not.” 

“You mean you hire and train sales- 
men for the dealer?” 

“Exactly. We are not interested in 
loading a dealer with merchandise and 
then forgetting him. If the dealer is 
selling goods he is bound to come 
back to us for more. That is the 
whole basis on which we operate. 
Therefore, to see that he sells goods, 
and makes a profit is part of our job. 

“We not only hire salesmen for him 
—we train the salesmen and then hire 
a man to supervise their activities in 
the field. A man that is paid by the 
dealer. You see, the dealer can afford 
to pay men if the business is there. 
The only time he believes that hiring 
training and supervising men is too 
expensive for his particular set-up is 
the time that he is not selling any 
volume of goods and not getting prices 
for his merchandise that would justify 
the adopting of specialty methods. It's 
a kind of vicious circle. Show a dealer 
how he can make money with a staff 
of well-trained, well-supervised sales- 
men and with merchandise that sells 
at over the $100 limit and he will 
adopt specialty selling methods.” 

“How many supervisors do you 
have working for dealers?” 

“Between fifty and sixty.” 

“How many salesmen can one su- 
pervisor handle?” 

“As a rule about eight salesmen.” 

“But supposing the dealer hasn't 
got eight salesmen?” 

reply came short and quickly. 
“He ought to have at least eight sales- 
men. If he hasn't got them he is losing 
business.” 

“But in some of the smaller towns?” 

“It doesn’t matter what the size of 
the town is. There are outlying dis- 
tricts, rural territories, farms—all of 
them need cultivation. As a matter of 
fact, the smaller dealer needs more 
salesmen. He has a bigger territory 
to cover and you can’t begin to go out 
in the territory unless you have ade- 
quate manpower. You see it isn’t a 
question of how many men you have— 
it is what the men bring in in the way 
of business. I will admit that a man 
couldn’t work the rural territory with 
but a single appliance. But with wash- 
ers and ironers and refrigerators and 
radio to say nothing of oil burners 
and ranges there is plenty of oppor- 
tunities to make sales.” 

“You must have trouble convincing 
a lot of dealers of that.” 

“Not as much as you would think. 
When you show a dealer how to make 
money by adopting specialty methods, 
using trained men and selling higher- 
priced merchandise, and he doesn’t 
have to think long before signing up. 
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ooking Up 


A page of snapshots from var- 


ious towns show increased activ- 


ity and not a little prosperity 


SHANNON'S 





IN ct 


Mr. J. Shannon proudly displays his 
new quarters on West State Street, 
Fremont, O. “Business has gone up 30 
per cent more than !| expected from this 
change”, he said, “and | expect a 
further increase before the year closes. 
We used to handle radio alone but 
now with more space and a better lo- 
cation we plan to push refrigerators, 
ranges and a washer-ironer combina- 
tion. We have already sold more than 
50 refrigerators.” 





“Business has increased 35 per cent 
so far this year over the same period 
last year. | think a part is natural and 
then a lot of people started thinking 
about renovating after the fire last 
spring.” So says Mr. Walton (left) Wal- 
ton Sales & Service, Newburryport 
Mass. He pushes radio and washers 
and says that the back country dirt 
roads offer them easiest sales in New 
England. In addition, he says, they have 
a higher percentage of cash sales. 





One of the salesmen of the Connor 
Electric Company, Wheeling, West Vir- 
ginia, stands beside one of the reasons 
for the excellent merchandising record 
of Mr. Connor. As the photo shows the 
washer pump is pumping water from 
the open drain of the tub through the 
hose right back into the tub again. We 
had a lot of fun watching the passersby 
going through’ all sorts of contortions 
trying to find where the water came 
from. A first-class attention getter. 


W. N. Hall has stores in Carlisle and 
Harrisburg, Pa. Counted among the 
first dealers in each town, he carries 
Frigidaire, Maytag and Easy as his main 
brands. Originally an electrical con- 
tractor, he now concentrates on radio 
and appliances. Consistent service pol- 
icy, stretching over more than 35 years 
has built his business to a yearly aver- 
age of over $70,000 volume. This year 
should be especially good, he says, 
with resumption of buying. 
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In business since September, 1934, this Galion, O. dealer, C. L. Markel, 
has garnered already over half the appliance business of the town— 
according to his most active competitor. “A good fast-selling line plus 
plenty of hard work, plus a well-run service department is the reason why 
| can afford now to move into that building next door. | make most of 
my summer sales in refrigerators and washers but this fall | think | will 


put in a line of metal-tube radio sets. 


Photos by 
Lors Ekwurzel 





Workmen of the Wilson Electric Com- 
pany, Washington, Pa., load on the 
890th washer of the year. This store, 
concentrating entirely on washers main- 
tains a force of 20 salesmen and a fleet 
of five trucks. 

The company maintains an average 
unit sales of $100 on washers by making 
approximately one-third of their sales 
in the rural areas where gas-motor 
washers are used, and by a unique 90- 
day plan during which the buyer of a 
$50 model is free to exchange for a 
$90 model. Salesmen are so paid that 
the sale of a $90 model pays more than 
twice the commission of a $50 model. 
The result is that only 10 per cent of 
the customers buy the cheaper ma- 
chines and of that 10 pet cent, one- 
third are converted to the larger unit 
within the 90-day period. Its the old 
story of making it worthwhile to the 
salesman by increasing his earnings. 





a 


John M. Young of Red Hook, New 
York, has risen in three years from a 
depression start to become head of 
the Hudson Valley Electrical Associa- 
tion made up of over one hundred deal- 
ers located in towns bordering the Hud- 
son river. Young has spread his activi- 
ties far beyond his store to include 
among other things the management of 
a cooking school attended by Grange 
members and friends. 

One of the advantages has been that 
he has been able to induce friends to 
allow their names in a unique an which 
he runs every week. He takes a full 
half page and lists each week a dif- 
ferent group of range owners on the 
left hand side and refrigerator owners 
on the right. The copy is simple—just a 
statement that these people bought their 
appliances at John M .Young's and that 
those interested might ask these people 
how they liked their new equipment. 
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Refrigerator Charging Panel 
By F. V. Golitz 


{llegheny Vocational School, 


Pittsburgh 
Refrigeration service shops buy re- 
frigerant in 25 or 150-lb. cylinders. 
The method used in most service 
shops for determining the charge is 
weighing the cylinders before and 


after charging. This method is slow 
and wasteful We do the job in our 
shop with a home-constructed charg- 
ing panel which is much more rapid 
and accurate. 

The bill of material required for 
construction of such a panel is: 

| piece 4” galvanized pipe, 15 
long 
4” galvanized pipe caps 
14” high pressure globe valves 
’ gauge glass assembly 
’ close nipples 
2 ’ galvanized nipples, 4” long 
2 \%” galvanized ells 
3 \%” galvanized cross 
44%" M.P. % S.A.E. brass fit- 

tings 
12 ft. 4”x1"x1” angle iron 

(frame) 
1 piece No. 18x3’x3’6” sheet iron 
(panel ) 
pieces 5/16”x18” cold rolled 
rod (U bolts) 
pieces %"x34"x3’ strap 
( brace) 
S.P. flush switch 

10 ft. No. 16 P.J. cord 

1 attachment plug 

1% doz. 4"x1” R.H. stove bolts 

To assemble the unit the base and 
vacuum pump of a discarded compres- 
sor unit is obtained. We used a dome- 
type Frigidaire, but any compressor 
will serve the same purpose. Casters 
are fastened to the base to make the 
unit portable. The back pane! is 
mounted on a 1”x1” angle iron frame 
braced to the base with 4” strap 
iron. The cylinder is made up of a 
15” section of 4” pipe. The ends of 
the pipe are closed with two 4” pipe 
caps. These caps are drilled and 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


We pay for all acceptable ideas. 


Address Service Eprror, Electrical Merchandising 
330 West 42nd St., New York City 


tapped for 4” pipe. The gauge glass 
in our unit was purchased complete 
with valves from a local plumbing 
house. The shut off valves are of the 
high pressure, back seating type. The 
indicating trip is made of brass and 
the figures etched with nitric acid 
after calibration. The two gauges 
were salvaged from old refrigeration 
equipment. 

After cutting and fitting the parts, 
the entire unit is best disassembled and 
all threads tinned, in order to insure 
tight joints on final assembly. The as- 
sembled unit is fastened to the panel 
with 5/16” U bolts. After final as- 
sembly it was tested with air pressure 
and oil was applied to the joints to 
detect possible leaks. 





The refrigerator charging panel used at the Allegheny Voco- 
tional School, Pittsburgh. 
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Calibration 


The unit was, in our case, cali- 
brated with a solution of 20 per cent 
alcohol and 80 per cent carbon tetra- 
chloride, as this solution has the same 
specific gravity as sulphur dioxide. 
The solution was carefully weighed 
and poured into the cylinder % Ib. at 
atime. As each half lb. was poured 
into the drum the level was marked 
on the indicating strip. 

The indicating strip was covered 
with parafin wax and the numbers 
scratched into the brass with a scriber. 
Nitric acid was applied to the 
scratched surface and the acid allowed 
to act upon the brass for one hour. 
The wax and acid were then washed 
off and the figures filled in with black 
paint. The indicating cross lines of 
No. 14 brass wire were soldered to 
the strip. 

After calibration the vacuum pump 
was connected permanently to the 
unit and the motor was connected 
through a S.P. flush switch mounted 
on the panel. The vacuum pump was 
started and allowed to run about six 
hours while heat was applied to the 
cylinder and fittings to thoroughly 
dry and evacuate them. 


Use 


To use the charging panel proceed 
as follows: (See drawing.) 

1. Start vacuum pump. Close 
valves A and B and open valve C. 
Cap outlet G. 

2. Connect panel to the inverted 
refrigerant cylinder and purge the 
line. Close valve D. Open valves C, 
B and F. The cylinder is then filled 
by slightly cracking valve A. When 
gauge glass is full, close valve A, then 
valve B. The charging panel is now 


ready to charge a unit or service 
cylinder. 

3. To charge a unit or service cy!- 
inder, evacuate the unit or cylinder 
by connecting to outlet G and run- 
ning vacuum pump with valve on 
unit or service cylinder and valve D 
open. Draw vacuum and close valve D 
before stopping pump. Then open 
valve C and watch gauge glass. When 
correct amount of refrigerant has en- 
tered, close valve C. Drive liquid out 
of connecting line by heating with a 
blowtorch and then close valve on 
unit or service cylinder and disconnect 
panel. 

4. Refill panel as in operation 2. 

Be sure and keep all connections of 
the charging panel tight and in good 
condition. It is sometimes necessary to 
apply heat to the cylinder in order to 
create enough pressure to drive liquid 
into unit or service cylinder. This can 
be done with a blowtorch, being care- 
ful to keep the torch away from 
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Diagram of the refrigerator charg- 
ing panel used at the Allegheny 
Vogational School, Pittsburgh. 





Temporary Heating Element 
Repair 
By E. A. Wight 


When making a temporary repair 
on heating elements I select a short 
piece of #10 copper wire, drill two 
small holes through the wire in each 
end. The broken ends of the resis- 
tance wire are passed through these 
holes, over and under, and the joints 
mashed together with a hammer. 

While this is not necessarily a per- 
manent repair it worked particularly 
well on a toaster, which has been 
in service two years with such a joint. 


Remote Installation On 
Domestic Refrigerators 


By William Toth 


It is frequently desirable to install 
the unit of a domestic refrigerator 
remote from the box. This saves the 
customer money if the unit can be 
located in a cooler spot than the kit- 
chen, removes a potential noise source 
from the living quarters and returns 
a nice fee to the installation man. 

My method of doing such a job 
may be of interest to others. Here 
are the high-lights: 

Assuming that the condensing unit 
must be removed from the cabinet, 
first pump the refrigerant into the 
liquid receiver. Then the pressure is 
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And now... 


@ General Electric “*Imperial’’ Range with Inconel Calrod units and Monel Metal top. 


...and at the same time eliminate 


the open-coil replacement nuisance 


@ Electric ranges have proved to utilities 
their right to the title, “Load-building 
Appliance Number One.” 

They answer every housewife’s demand 
for rapid cooking, greater cleanliness, 
convenience, safety and economy. 

And, because they are such dependable 
load-builders, your first concern should 
be to keep them on the line. 

With all open-coil heating units, this 
has been extremely difficult, due to the 
effects of spillage and fracturing of the 
fire-brick by heavy kitchen utensils. 

As a result of this short life, you have 
taken a loss in current consumption, and 


s 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York, N.Y. 


put up with the nuisance of replacing units. 

Now all this can be changed. You can 
sell electric ranges with CLOSED type heat- 
ing units...the outstanding example of 
which is the Inconel Calrod unit. 

Back of the success of Calrod design is 
the fact that its resistance wire is enclosed 
in INCONEL. 

Inconel is a Nickel-Chromium alloy 
offering such extreme resistance to oxida- 
tion that the long life of Calrod units has 
established a new standard for element 
durability. 

The high strength of Inconel sheathing 
permits the elimination of all heat-absorb- 
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INCONEL::. 


A SURE Way to Keep Electric Ranges 
ON THE LINE | 











@ ©. E. “Sovereign” Electric Range with Catrod 


units sheathed in Inconel, and Monel Metal top. 


ing fire-brick, and results in more rapid 
heating up. 

Stop the annoyance and expense of re- 
placing burnt-out or broken open-coil 
units, and keep each unit of every range 
in your territory on the line, by featuring 
Calrod units enclosed in INCONEL. 

Write for data relative to Inconel as a 
sheathing for heating units. 


s 
. 


vs 
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CLECHVLOMN ELECTRIC CLOCKS 


MADE TO SELL—AND Selling 





> . a — ns 
DEPUTY. Medel We 7F65-8Kal Self- ~— TEMPO, Models Ne. 3F61-BK and Ne. 3F6I-1. 
alarm Meided biack with antique ivery bezel . blac, case with antique ivory -"§ or antique 


molded antique ivery with oak eeoet. $ case with oes cone, os case. 
Biack case. Retail price 4. 95 Retait orice. : $3. 95 
ivery ease. Retail price, $5.50. lvery case. Retail sot, $4. 25. 





ANNOUNCER, Mode! e., ry = i 24-hour 
alarm 


Mo black 
quered front tihominated by ne wy $8. 50 |: 
Mazda miniature lamp. Retail price. . 


Je 


CONTROLLA, Model Ne. 865!. Automatic household KITCHENGUIDE, Medel No. 2703. New wall model 


wit Mahogany. singt ath. tos SYD SO) vim wien! trast Ts wren antes $4 OS 


sell, Mahogany. walnut finish. ten 
weed vertical inlays. Retail price lwery, white or black. Retail price . 








ESQUIRE, Medel Me. 5°03. ae —_ smart eleck. 
Veneered walnut with goid-finis 


ALADDIN. Model We. 7F6S-LEKALI. Seif-starting 
band and bezel. 8% Inches vias. Reta 36, 95 yy 3, ayes 


black with ivery bezel frame 

or molded ivery with black emeal wane. 

Binck case. Retail price .  $§ 95 
tvery case. Retail price, $6.50 


price 


Tececnron clock sales this fall are making new records. In all the 
years since Telechron pioneered the synchronous electric clock in- 
dustry there has never been such enthusiastic response from dealers 
and consumers alike. Every one of the smart new models has already 
definitely proven it is a winner. Dealers everywhere report stocks 
purchased in anticipation of holiday business are already sold out 
and reorders placed. 

New displays, new literature and other new dealer helps are push- 
ing sales to new peaks. Over 17,000,000 Telechron advertisements 
this fall in leading national magazines are creating new customers 
by the score. 

Live dealers are capitalizing this opportunity. Wire or phone your 
Telechron distributor today for complete details. Make sure you do 
not miss sales for lack of stock. Mail the coupon today. 


WARREN TELECHRON COMPANY 


111 Main Street ASHLAND, MASSACHUSETTS 


(Mame of your Telechron distributer) 


Centlemen: Please enter our order fer the follewing clocks, and send us the details about 
the new Telechron dealer help«. 


Deputy Medel 7765, BK 4 I Coler Kitehenguide Model 2F03 ~ oes». Calor 


Aladdin Medel 7765, LAK 4 LI .Coler Centrella. ...Medel 8851 

Announcer Model TFO! E-quire Model 3F03 

Lexer Model 4F65 Tempe Medel 3F61. BK & I. Color 
Name 
Address 
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balanced to allow opening of connec- 
tions and, while the service and evap- 
orator valves are closed, the liquid 
and suction lines are removed from 
the condensing unit. Also, the control 
cable and wiring is disconnected from 
the motor. 

The open ends of the suction and 
liquid lines are capped. The entire 
condensing unit is now removed from 
the cabinet while still mounted on 
the original base. 

With bolts, the refrigerator cabinet 
is fastened securely to the floor. 

If possible, the condensing unit is 
next located in the basement directly 
in line with the cabinet. However, 
before locating the condensing unit 
be sure that the temperature at the 
desired spot is satisfactorily low. The 
unit should not be placed near a heat- 
ing plant, heating pipes, or ducts. Nor 
should it be placed adjacent to a sink 
or laundry, nor directly beneath a 
bedroom or stairway. A _ position 
should be selected where noise trans- 
mission to the living quarters is at 
a minimum and where air circulation 
is good. Further, any position which 
will permit water to drip on the unit 
should be avoided. The fan side of the 
unit should be faced toward the wall, 
where prying hands are less likely to 
pry. 

Place the unit on a stand which 
rests on the floor or is suspended from 
the floor joists on a suitable frame- 
work. In either case, the unit should 
be placed on good sound-absorbing 
material. A remote unit should never 
be placed right on the floor as base- 
ment floods are quite common. 

The next logical step is to deter- 
mine the size and length of tubing re- 
quired. The liquid line can remain of 
the conventional 5/16 tubing but the 
suction .line will vary in diameter. 
For distances up to ten feet I use 
5/16. For lengths between 10 and 25 
feet I use 3/8 tubing. Over 25 feet 
I use % inch tubing. 

Decide on the path the suction line 
must follow. Arrange the suction and 
liquid lines so that they run either 
level or take a gradual slope. Toca 
upward tilts which might form traps 
for condensed refrigerant. Always at- 
tach tubing to beams, joists or other 
solid parts of the building, never to 
pipes or flues which might carry vi- 
bration to the living quarters. Avoid 
sharp bends in lines and place all 
couplings and unions where they are 
readily accessable. 

Drill a hole one inch in diameter 
through the floor to pass tubing and 
electrical cables to the back of the 
cabinet. Where possible, carry the 
tubing with the lengths of joists. Ir 
carrying tubing over joists or through 
the floor place it in metal conduit or 
pipe to prevent damage to the exposed 
lines. Fill the space around the tubing 
and cable in the floor with plastic 
wood. 

An extra length of tubing, about 
two feet, should be allowed for at the 
condensing unit. This extra tubing 
should be formed into a smooth loop 
about 6 inches in diameter to avoid 
transmission of vibration through the 
lines. Tape the two lines together at 
intervals and secure them to joists or 
wall with rubber bushings. 

Water dripping from the suction 
line in warm weather, due to mois- 
ture, can be prevented by insulating 
the tubing with a waterproof mate- 
rial. 
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Measure and cut tubing when plan- 
ning is completed. Then flare the ends 
and place flare nuts. Then cap both 
ends until you are ready to make 
connection. This is done to prevent 
accumulation of objectionable mois- 
ture and dirt in the tubing. Connect 
the lines to the evaporator with unions 
and then fasten them with supports on 
the cabinet. 

Place the connection of the liquid 
line on the receiver and tighten. Then 
open the service valve on the liquid 
receiver for a fraction of a second and 
close it again. Next loosen the flare 
on the liquid line at the evaporator 
end long enough for the refrigerant 
to seep through, then tighten the con- 
nection. This is done to remove ob- 
jectionable air from the liquid line. 

With the flare loose at the com- 
pressor end of the suction line, open 
the suction line valve long enough to 
purge this line, then tighten the flare 
at the compressor end. 

Place an approved hand switch 
within four feeet of the motor, so 
mounted that this switch can be easily 
reached. A line should now be run 
from the meter to this switch. All 
wiring should, of course, be done as 
specified by the local state electrical 
code. 

Finally, install your low and high 
pressure gauges and test all joints for 
leaks. Then close the switch, check 
the operation of the fan and pulley, 
heave a long sigh, clean up the mess 
and collect your fee. 


Improving Die-Cast Wringer 
Reverse Gears 
By W. T. Cleve 


I have found that the die-cast 
wringer reverse gears used in many 
washers have to be replaced too fre- 
quently because the lugs wear quick- 
ly. So I repair the lugs in a manner 
which seems to make them stand up 
longer than stock replacements. 

he repair is made by drilling and 
tapping a hole through the lug to the 
underside of the gear using a 12-24 
tap. A brass bolt is screwed’ in from 
the underside of the gear until it pro- 
trudes as high as the original lug. ‘The 
head of the bolt is then sawed off and 
the threads on the bolt are peaned so 
that it cannot leosen. 

Where the lug is only slightly worn 
put a washer behind the gear hub 
to bring. it closer into mesh with the 
clutch. 


Refrigerator Seal 
Leaks and Squeaks 


By I. Arnold 


A leaky or squeaky refrigerator seal 
is usually caused by irregular contact 
between the seal and seal face on the 
shaft, in turn due to the presence of 
foreign matter between the surfaces. 
If the seal face on the shaft is not 
grooved or pitted, this condition can 
be remedied by lapping the seal. The 
following materials, which can be pur- 
chased locally, are required : 

2 oz. powdered flowers of sulphur 

2 oz. powdered graphite 

2 oz. Bon Ami powder 

1 sheet crocus cloth 

1 piece 4x4” plate glass 

If the seal surface is rough place 
the crocus cloth on the plate glass 
for a true surface backing and, apply- 
ing several drops of refrigerating oil 
(Do not use glycerine, glycol or other 
such compounds. Avoid substitution 
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of emery for crocus cloth) hold the 
seal assembly between the fingers and 
rub gently with a rotating motion, 
making sure that the seal face is held 
square with the lapping surface so 
that a true, even seat is obtained. If 
it is allowed to rock an uneven seat 
will result. 

The use of crocus cloth is only nec- 
essary when the seal is badly grooved 
and usually a minute or two of rub- 
bing will suffice to remove the grooves. 

Seals lapped with crocus cloth, or 
seats having only slightly roughened 
surfaces, can be trued by using Bon 
Ami as a lapping compound. The 
powder should be mixed with refrig- 
erating oil until a thin paste is ob- 
tained. Using the plate glass as a lap- 
ping block rotate the seal and lift it 
off every third rotation to allow the 
compound to spread evenly. 

After a smooth surface is obtained 
remove all traces of Bon Ami with 
a cloth and refrigerating oil. Remove 
all compound from the lapping block 
and replace it with sulphur and oil 
mixed to the consistency of a thin 
paste. A fine finish can be secured 
by this process. 

If this entire operation is made a 
shop job several plates may be used, 
one for Bon Ami, another for sulphur 
and the third for graphiting. In the 
field this may also be done if a ser- 
vice car is used but if the serviceman 
is on foot a single piece of plate glass 
is usual to keep kit size down. 

When the seal has been polished 
with sulphur the plate should again be 
cleaned, or a clean plate substituted, 
and graphite embedded in the minute 
pores of the seal metal by rotation 
on this plate. 

Before reinstalling the seal wash it 
thoroughly to remove all trace of dirt 
or compound, then give it a finishing 
lap or two over the graphite plate. 
The seal compartment should be 
thoroughly cleaned out, using a cloth 
free from lint and saturated with re- 
frigerating oil. Replace the seal, put- 
ting some refrigerating oil or vaseline 
in it to ease temporary heating or 
sticking. 

If the compressor is an overhaul 
job mount and run it with a piece of 
tubing connecting the inlet and outlet 
ports. Give it a shot of refrigerant 
so that the compressor is under two 
or three lbs. of pressure and allow it 
to run for a half hour or more. If 
the repair is made in the field allow 
the unit to operate under two pounds 
back pressure, adjusting the valves for 
this purpose. If too much pressure 
is used the seal will usually leak. Af- 
ter a short run the two surfaces of 
the seal will align themselves and re- 
sult in a perfect seal. 

In cases where the shoulder on 
the shaft has become grooved it is 
necessary to lap it to restore the flat, 
true surface. -This can be done by 
using a lapping tool in the form of 
a sleeve which is slipped over the shaft 
and held in place by a spring, washer 
and nut. The lapping surface end is 
provided with 5 grooves to hold the 
grinding compound. Handles or a 
knurled nut on the tool provide easy 
means of rotation. The spring holds 
the tool against the shoulder, but per- 
mits pulling it back to allow grinding 
compound to spread. Too strong a 
spring should not be used. A slight 
pressure is all that is required. 

If the shaft end is plain, i.e., with- 
out a thread for a flywheel retainer 


nut the tool may be used without 
the spring, washer and nut. On cer- 
tain compressors a thick washer may 
be tapped to take three setscrews, spac- 
ed equidistant about the circumference 
and used to hold the washer on the 
end of the shaft so that a thin washer 
and spring may be used to keep the 
tool tight against the shoulder to be 
polished. 

Steel tubing of all diameters, with 
many different wall thicknesses, is 
available on the market so that the 
proper size or sizes may be selected 
if the sérviceman wishes to make his 
own tools. The end should, of course, 
be perfectly square and ground to a 
fine, true surface before it 1s ready 
for use. 


Increasing Outlet Convenience 
By H. A. Everest 


When planning the location of base 
outlets it is an excellent idea to use 
duplex types, wiring one outlet of 
each to the room switch and the other 
to the live circuit. In this way floor 
and stand lamps can be turned off 
and on from the room switch, all at 
once, if they are plugged into the 
proper section of the outlets. 

Another good stunt is to place ser- 
vice outlets even with window sills 
and beside them so that they will be 
covered by drapes. Vacuum cleaners 
and other appliances may thus be 
plugged in without getting down on 
the floor to do it and the appearance 
of the room is not impaired. 


MAKES and MODELS 


PRIMA (Washer) Choppy wring- 
er feeding . . . Generally due to worn 


tongue on wringer reverse shaft. — 


W.T. 

VAC A TAP (Washer) Wring- 
er slows up considerably under load 
.. . Usually caused by worn wringer 
eccentric, which should be replaced.— 
W. T. 

KELVINATOR (Refrigerator) 
Little refrigeration in brine tank mod- 
els, water in refrigerator . . . Check 
for leak in brine tank and solder hoie, 
refilling tank with brine.—W. T. 

CROSLEY (Refrigerator) Re- 
placing capillary tube . . . Examine 
the ends of the new tube to determine 
whether or not they have been pinched 
closed. If such is the case it is neces- 
sary to avoid the possibility of getting 
fillings or other foreign particles into 
the system. Remove the pinched ends 
of the tube by breaking them off care- 
fully with a pair of pliers rather than 
cutting with a hacksaw. The opening 
in the tube is so small that precautions 
must be taken to avoid pinching which 
occurs if cutting is accomplished in 
any other manner. Two new slip joint 
nuts and bushings should also be used. 
Do not push tube into evaporator 
opening too far, which restricts the 
flow of refrigerant.—J. V. W. 

GE HOTPOINT (Mixer) Gears 
seem to be in bad shape . . . Check 
to see if brushes are arcing badly and 
if so re-seat them. Check cambric tub- 
ing covering flexible drive shaft from 
motor to gear box (upper) and if it 
is shredded unscrew drive shaft from 
worn gear and replace the covering 
with new, first filling the cambric 
tube with graphite paste. Don’t: use 
too much. Use a new cambric tube 
with a diameter twice that of the 


shaft.—J.D. 
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This National Advertisement will 
tell millions of Christmas Gift Buy- 
ers about Royal’s great combination 
offer. 


ROYALETTE 
Hand Cleaner 
Regular Price 


» ROYAL DeLuxe 
» Floor Cleaner 
, Regular Price 


$1400 


$4950 





- Total Retail 
Value $6350 


You sell the two for the 
price of one 


$4950 


And Make Your 
Regular Profit. 


This special Nation- 
al consumer adver- 
tisement is an ex- 
ample of the co- 
operation offered 
Royal Dealers to 
make this the 
most prof- 
itable Christ- 
mas season 
they have 
ever experi- 
enced. 


And — 
Don't Forget 
that New and »*} 
Different 
Food Mixer, the 
ROYAL 

Culinaire 


It’s many exclusive fea- 
tures make it outstand- 
ing. Beautiful to look at, 
a joy to use, and — you'll 
sell them like hot cakes. 

No other mixer like it. 
Sturdy, speedy, thorough. 
Mixes heaviest batter in a 
few moments. Richly chromi- 
um plated metal bowl—won't 
chip or crack. No oil or grease 
above the food. Attachments 
instantly on and off. 








Details are Yours 








Without Obligation 


Your Royal Distributor will 
be glad to prove to you why 
Royal Dealers are prosperous 
Dealers. Phone or write now. 
This is a Royal year. 











THE P. A. GEIER COMPANY 


540 East 105th Street CLEVELAND, OHIO 
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‘BRUSH 


Webster May Define it But 
OHIO IDENTIFIES IT 


Every motor designer has good and sufficient reasons for the grade, 
but for you, the man who must 
supply replacements, he has created a very serious problem. 


size and shape of the brush used... 


How are you going to carry in stock and identify all these grades, 
shapes and sizes and moreover, be sure the ones you carry are 
equivalent to those specified by the original designer? 


Ohio Catalog 198, just issued, con- 





tains brush data on hundreds of motor 
It lists the 
correct grade, shape and size brush 


mokes, frames and models. 


for practically every domestic and com- 
mercial appliance motor in common use. 


You Don’t Need Any Coupon 
Just Write For It! 


MOTOR 


BRUSHES 


Ohio” brushes are 
equal to the original (frequently, they're 
superior). They are pre-tested for their 
recommended applications. 


And remember...” 














THE OHIO CARBON COMPANY 


12508 BEREA RD. CLEVELAND, O. 











,, yporlunwy 


for SMART DEALERS 


Tite | 


; 





W orld’s 
nuost 
popular 


Radio 
SALFS RECORDS 


Complete Line of 
other KADETTE models with 


ALL METAL or NEW GLASS TUBES 
rom $22.50 to $76.00 


DEALERS AND JOBBERS WRITE FOR OPEN TERRITORY 
AND FREE NEW “ACTION” WINDOW DISPLAY 











THE INTERNATIONAL 


KADETTE 


Originated and Manufactured by 
THE INTERNATIONAL RADIO CORPORATION, ANN ARBOR, MICHIGAN 
Address: DEPARTMENT € 
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See the People 





down. He hit one part of the nail in 
the head. You've got to see a lot 
of folks to make a lot of sales, and 
during fall and winter, improved store 
appearance will help you more than 
any other thing. To complete this 
definition of all that is necessary in 
merchandising success, this phrase can 
be turned around to add—‘“See the 
People — and Let the People See”. 
Sales exposure is of vital importance 
always and most important now. 
Products are often their own best 
salesmen. During this period when 
window-shopping is so much the great 
feminine outdoor sport, rearrange 
your stock for fresh and fetching ex- 
posure. Let the people see it! 

Before | bring up the essential point 
of sales exposure, let me briefly de- 
fine an all important merchandising 
principle which, really, I should re- 
serve for an entire article—that of 
velocity in relation to square feet of 
sales space. After all, that is the only 
sure and simple way to tell whether 
you are gaining maximum selling suc- 
cess. 

Every store has a certain square 
footage of sales space on floors, coun- 
ters and shelves. This can and should 
be measured. The entire overhead of 
the store is carried by the velocity 
times, the space times, the margin 
which goods flow through this space. 
So, by dividing the cost of doing busi- 
ness into the number of square feet, 
it is easy to arrive at a figure of what 
each square foot of space must pro- 
duce per month or year to. assure a 
profit. Naturally, the ability of any 
product or line to show a profit de- 
pends on the amount of such space 
required for proper sales exposure, 
the velocity with which it moves (or 
can be made to move) through that 
space, and the marginal reward gain- 
ed from each movement. Very few 
merchants use this method of profit 
planning but all should. (Note: How 
many of you want me to write a com- 
plete article showing you just how 
to work out a system of stock and 
profit control based on this principle? ) 

That's the principle and here is a 
very pregnant corollary. I have found 
that velocity depends not alone on 
the product displayed or the attrac- 
tiveness of the display, but where it 
is displayed at different seasons of the 
year! A front-of-store washer display 
will pull better during certain months, 
and then its velocity per square foot 
will decline. This is not only caused 
by the seasonal interest of the mer- 
chandise displayed but, as well, by 
the fact that too-long location gets 
store customers accustomed to finding 
it there. Exposure and its suggestive 
selling benefits decline. And this is 
particularly true of a smaller store 
with wide windows which give a good 
view of store interior. 

And it is equally true of department 
store floor arrangements where an ac- 
cepted traffic path is not occasionally 
broken up to force accustomed traffic 
to pass merchandise in new locations. 
It appears that a seasonal rhythm 
is as much responsible for this velocity 
decline as anything else. All of which 
leads me to say that a seasonal rota- 
tion of floor arrangement is highly 
important towards increasing the at- 


CONTINUED FROM PAGE 28 





tractiveness of your store, the most 
magnetic exposure of the lines dis- 
played and the velocity of movement 
through the square footage of sales 
space allotted to it. 

If you haven’t done so, you will be 
immediately surprised at the quicken- 
ing of sales that will result from an 
entire shuffling of your merchandise 
displays. I cannot attempt in this arti- 
cle to tell you just what the new shift 
should be. Only, a year’s experience in 
applying this principle of stock con- 
trol based upon velocity per square 
foot of sales space will permit you to 
determine just where, during each 
season, every line should be so exposed 
as to pull the greatest magretism. But 
I can say that any arrangement, tot- 
ally different from that you have now 
(and which you probably maintained 
for months if not years) will freshen 
your exposure and immediately quick- 
en your sales. Try it and see! 

Among the many who pass my 
home each Sunday there is one man 
who always comes by with a rose in 
his lapel. He isn’t any more peculiar 
than the rest in dress, mannerisms, 
stature or grace but he looks different 
— because he is “the man with the 
rose”. It pays to be different, each 
season of the year! 

Naturally the rotation of major 
floor displays will do this—and in do- 
ing so, you will get much dirt out of 
hidden corners and learn, as well, 
that many spots on walls and floors 
need resurfacing. It is a sure way to 
keep yourself up to date. 

Along with the fresher and more 
appealing product exposure, the im- 
portance of a “use-arrangement” that 
will appeal to women cannot be over- 
looked. Women are not so much in- 
terested in what a product is as in 
what it does. They want to see it 
work. They want to have their senses 
of sight, hearing, feeling, taste, smell 
and manipulation appealed to. Appli- 
ances in operation hold their interest. 
We should never forget that they 
are in your store to be sufficiently edu- 
cated to help you sell their husbands 
the final buying decision. Yet if I 
told you the ridiculously low percent- 
age of dealers who, from shopping 
studies in my possession, show that 
they have no appliances in operation, 
who make no real-home demonstra- 
tion, who fail to appeal to the shop- 
pers’ senses, who do not even provide 
comfortable chairs in which prospects 
can be comfortably seated to listen 
to a thorough presentation you would- 
n’t believe me. Less than ten per cent 
of all merchants do any of these 
things. And that is just what is need- 
ed to make the most of fall and winter 
selling. It isn’t only a matter of ex- 
posure but of arranging a comfortable 
education of the use of that product, 
toned to the emotional impulses of 
feminine reactions. 

Finally, let me emphasize the im- 
portance of a little thing that means 
a very great deal in stimulating more 
store sales during the fall and winter 
season. The use of fresh and appealing 

“talking signs”. Among the 68 dealer 
stores mentioned, only 5 of them came 
anywhere near being up to date from 
this angle. 

Remember that much of your fall 
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@ The Westinghouse SIMPLOGRAPH —“‘Sim”’ 
for short—is an ingenious, new estimating 
device that greatly speeds up the selling of com- 
mercial refrigeration. In a matter of seconds it 
tells you exactly the best condensing unit and 
coils to best meet your prospect’s requirements. 
It saves time; it simplifies your selling. And you 
can depend upon its recommendations, because 
they have been worked out by Westinghouse 
Master Engineers, with due allowance for all 
variable conditions. 


MORE PROFIT WITH WESTINGHOUSE 
Simplified selling with “Sim” is only one of the 
advantages you enjoy with Westinghouse Com- 


““SIM’”’ CAN GIVE YOU THE ANSWER 
IN THIRTY SECONDS 





mercial Refrigeration. Hermetically-sealed and 
open-type condensing units, plus coils of all sizes 
and styles, plus the popular Westinghouse Water 
Coolers, make the line complete...a money maker 
for any aggressive dealer. Moreover, you can 
sell Westinghouse equipment with confidence, at 
less cost and with greater net profit. 


GET THE FACTS 
Write today for full information about Westing- 
house Simplified Refrigeration and the SIM- 


- PLOGRAPH selling aid. There’s real money to 


be made in Westinghouse ‘““Commercial’’. Get the 
facts without delay. Westinghouse Electric & 
Manufacturing Co., Mansfield, Ohio. 























Distributor opportunities are available in a few major cities. Write for information. 
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Westinghouse COMMERCIAL REFRIGERATION 
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insulation can increase the cost of 
operating a refrigerator from 
30c to $2 a month! 


Believe it or not, this is the reason many old refrigerators cost more and 
more to operate every year . . . why most refrigerators wear out prematurely. 


Very shortly after an electric refrigerator is put into operation, moisture 
begins to appear within the walls. If the insulating material is “hygroscopic,” 
that is, if it absorbs moisture, it becomes wetter and wetter, and its value as 
insulation becomes less and less. 


It is easy to understand that wet insulation cannot insulate. How the 
insulation can get wet is not so easy to understand, but you have only to get 
under the shell of any old refrigerator in use to see that such a condition 
exists. It is due to a complicated physical process brought about through the 
difference in temperature between the warm outer shell, which is at room 
temperature, and the cold inner wall which may be around 40-45". 


The entry of moisture, though it cannot be stopped, is made more difh- 
cult with better cabinet construction. But with cheap construction a great 
deal of water collects within the walls. If “hygroscopic” insulation is used, 
practically all the moisture soaks into the insulation, reducing its efficiency 
to almost nothing. The ideal refrigerator has a cabinet of good construction 
and Dry-Zero Insulation. For Dry-Zero does not absorb moisture and there 
is practically no loss of efficiency during the entire life of the refrigerator, 
because Dry-Zero does not get wet. 


If you are interested in actual figures showing the difference in operating 
costs between cabinets of good and bad construction, and with and without 
Dry-Zero Insulation, we will be glad to give them to you. 


And if you are among the many who are selling Dry-Zero insulated 
refrigerators you can tell no more convincing story than that Dry-Zero can 
save from 30c to $2.00 a month in cost of operation. 


Dry-Zero Corporation, Merchandise Mart, Chicago, Illinois. Canadian 
office, 687 Broadview Ave., Toronto, Ontario. 


DRY: ZERO 


REG. U.S. PAT. OFF. 
THE MOST EFFICIENT 
COMMERCIAL INSULANT KNOWN 


A Message for Refrigerator Dealers 
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Walter R. Cromwell, 
acrobat extraordinary, 
applies circus fame 
to appliance selling 


From 


RINGLIN@T 





Walter Cromwell when he 

toured the country as a mem- 

ber of the famous Delno team 
of acrobots. 


AN and boy, Walter R. 
Cromwell has spent his en- 
tire life around Dixon, II- 


linois. This is that town (pop. 9908) 
around which Abraham Lincoln skir- 
mished in the Blackhawk war, you'll 
remember. 

Growing up, there was a lapse of 
time during which Mr. Cromwell was 
a member of the famous Delno team 
of acrobats. His rigging—any kind of 
apparatus to an acrobat is called ‘rig- 
ging’—has been pitched on every vau- 
deville stage in America, and in many 
a Ringling circus pasture lot. Out 
of season Walter Cromwell learned 
to splice wire, became an electrician. 
“There was too much loafing around 
the circus,” he said. “We worked 
only 30 minutes a day, as you know.” 


He Meets Mail Order 
Com petition 

Back home in Dixon the glamour 
of his career, and his wide personal 
acquaintance started the little business 
rolling along very nicely. Walter 
Cromwell’s ability to turn a flipflop 
or walk a wire at the YMCA gym 
got him advertised in every home in 
Dixon that had youngsters. 

In a family magazine like Electri- 
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Walter Cromwell of Dixon, Ill., as he is today after ten 
years in the appliance merchandising business. He has 
sold over 800 washers. 


cal Merchandising the career of Wal- 
ter Cromwell with the circus alone 
would not be news. It is news to re- 
port, however, how he has managed 
his store to meet mail order competi- 
tion and in this his circus celebrity 
plays a part. A few years ago one 
of the catalog houses opened a branch 
in Dixon, started a barrage of adver- 
tising on appliances with lower prices 
than Walter Cromwell was quoting. 
For a while Cromwell was worried. 


Find a good line and marry it, 
he advises 


“IT took stock in what I had to 
offer,” Mr. Cromwell relates. “In 
ten years I had sold some 800 One 
Minute washers in Dixon and here- 
abouts. Nearly everybody in town 
knew me as an electrical dealer or as 
a former acrobat, and at least gave 
me a hearing. These were two things 
1 could bank upon.” 

Cromwell had stuck to one line of 
washers because he believed that 
every one sold will help sell another. 
In his ten years he had rather lavish- 
ly sampled Dixon with One Minute 
virtues, and the testimony of these 
people stood him in good stead in 
his hour of need. People thinking of 
washing machines at least came in 
to look his line over. 

Operating virtually a one-man store, 
Cromwell was forced to depend on 
floor traffic for his leads. At once he 
saw that any one going washer shop- 
ping would be attracted by well- 
known names, and he hastened to put 
a number of different models on his 
floor. Jumping into the newspaper he 
started advertising a low priced wash- 
er in the same fashion as the mail 
order house did. “I wanted prospects 
to come into the store. I knew that 
I could do the rest.” 

The Cromwell presentation in 
washer selling uses the strategy of 
verbally taking apart the cheap ma- 


chine and showing the customer why 
it isn’t a good buy. Tin wringers and 
frail tubs, are waltzed around by 
Cromwell's big hands until they look 
positively shoddy. 

“The worst thing the mail order 
house has done has been to establish 
a consciousness in the public mind 
that $39 is the proper price for a 
washing machine,” he says. Thanks to 
his ten years with One Minute, Crom- 
well can point to satisfied users in 
any neighborhood in Dixon. Due to 
the fact that the average price per 
machine in this period has been around 
$100 he is able to hoot the prospect 
out of the idea of buying a cheap 
machine. 


Local dealer has advantage in 
closing 


Then comes the closing. Nearly all 
washing machines are sold on time 
and the far-flung mail order houses 
have to be rather tight and _ strict. 
They cannot take trade-ins, they are 
close on time paper. Cromwell, handl- 
ing his own contracts, has a powerful 
selling advantage in this fact. He not 
only is able to make a trade-in that 
will get action but can present the 
advantages of making payments to 
a home dealer over the idea of dealing 
with a hard-boiled corporation in a 
distant town. He charges 10 per cent 
on his installment sales. 

A host of old customers, a personal 
fame and following, and discretion in 
handling time paper have kept the 
Cromwell shop forging ahead. 

Besides One Minute the store car- 
ries Maytag, Meadows and Wood- 
row machines. In the back are Zenith 
and Grunow radios. Up front are 
Westinghouse and Grunow refrigera- 
tors. Two lads and a daughter help 
Mr. Cromwell, otherwise it is a one- 
man business that has triumphed over 
tough opposition. 
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Washer Profits 


























with the revolutionary 


“THREE WAY” 
PROFIT PLAN 


Makes you real money against 
toughest kind of competition! 


For 38 Years a 
Quality Washer 


T One Minute protects you against price “footballing” with a pro- 
tected profits line that guarantees you full profit on all sales. 


One Minute offers you a financing plan that puts a complete stock 
on your floor instead of just one or two models. (Also handles 


all paper for you.) 
MAIL THIS COUPON 


3 One Minute supplies aggres- 
One Minute Washer Co., Newton, Ia. 


sive sales and merchandising 
Without obligation send me complete de- 


help right in your commu- 
nity — the kind that actually 
tails of your new Three-Way Profit Plan. 


moves washers! 


Get all the particulars 
.. » Mail coupon today 


One Minute Washer Co. 


Newton, lowa 











More Than 2,000,000 Homes Are Equipped With One Minute Washers 


No harm doné 


when the soup 







boils over 


itit’s CLIROMALOX 


Super-Speed RANGE UNIT 


It takes more than kitchen accidents to trouble this unit. No 
exposed wires, no deep channels, nothing but a flat, easily wiped, 
corrosion-resistant alloy metal casing which drains spilled liquids 
. off instantly. The resistance wires, compressed in a refractory, 
We're ready which in turn is covered by the metal casing, are aes 
against jarring, corrosion, gumming up, and other accidents. 
to help you ’ And a le aed ask - ean ad Unit user 
sell Almost every range in your locality has one or more units 
that need replacement — and you can fit every one of these 
ranges with Chromalox Units, with the various sizes and type> 
of adaptor rings, made for every range unit opening. 
Remember — every Chromalox Super-Speed Range Unit you 
install usually sells “the lady nex: door.” Try it. 


with sales helps and 
a campaign that 
hasn't failed yet. 
Use the coupon and 
get the details. 


EDWIN L. WIEGAND COMPANY 
7525 Thomas Blvd., Pittsburgh, Pa 
Without obligation, send us complete data about Chromalox Super- 


Speed Replacement Range Units and how we can make money selling 
them. There are approx. elec. ranges in the territory we serve 
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“COLD FACTS” 


No. 12 


Use Flexibte Rubber Trays 


and Grids f get names 



































of new prospects for the 
refrigerator you sell! The 
more prospects—the more 
sales — the more money in 
your pocket! And INSIST 
that all models of your 
refrigerator come factory 
equipped. Write to your 
manufacturer or direct to 
us. The Inland Manufac 
turing Co., Dayton. Ohio 


Salesman Low: 


Busted your quota again? Man alive— where 
do you get the names of your prospects?” 


Saleaman High: “Right out of this tray! I give an extra Flexible 
Rubber Tray free to each customer who gives me the names 
of 5 of her triends who do not own atic retrig 3!” 





Flexible Rubber Trays and Grids 


immediately brand a refrigerator as being 
UP-TO-DATE 


. circulation 


of Household Magazine 
is 1,850,000 and it’s 


concentrated in the small 














towns of America 


Household, published by the Capper Pub- 
lications, Topeka, Kansas, has the largest 
circulation among women in small towns 
of any magazine in America. It’s the ideal 





magazine for selling electrical equipment 











to small town homes—to your customers 








if you are a dealer in a town of less 








than 10,000 population. Let us send you 














a sample copy of Household. 
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Several changes in department oper- 
ations have been announced by J. J. 
Donovan, Manager of the Air Condi- 
tioning Department, General Electric 
Company, in conjunction with the re- 
cent consolidation of all divisions of 
the department at Bloomfield, N. J. 

Ek. J. Opal, formerly Manager of 
the Merchandising Division, has been 
appointed Manager of the Gas Fur- 
nace and Air Circulator Division, to 
devote his full time to the marketing 
of those products. The Merchandising 
Division has been discontinued, ‘and E. 
B. Shiddell, its former assistant man- 
ager, has been appointed Assistant to 
the Manager of the Air Conditioning 
Department, in charge of dealer oper- 
ations. 

A. C. Roy, Advertising and Sales 
Promotion Manager, will also serve as 
Chairman of the Sales Committee. R. 
U. Berry has been placed in charge of 
special applications. H. E. Perkins, 
Manager of the Bloomfield works, has 
been appointed a member of the Pro- 
duct Committee and Chairman of the 
Manufacturing Committee. 


Fuller & Smith & Ross 


R. C. Shaw, until recently with the 
Specialty Appliance Department of 
General Electric Company in charge 
of advertising, and formerly with Bat- 
ten, Barton, Durstine & Osborn, Inc., 
has joined the staff of Fuller & Smith 
& Ross Incorporated. Mr. Shaw will 
work in the Cleveland office on the 
Westinghouse account and on media 
promotion. 


G-E Bridgeport 
George H. Libbey has been named 


assistant sales promotion manager of 
traffic appliances at General Electric's 
Merchandise Department, Bridgeport, 
Conn. He will be in charge of pro- 
motion of Hotpoint heating devices, 
clocks, fans and sunlamps. 

S. M. Ford of the G-E Merchan- 
dise Department district sales organi- 
zation, whose headquarters was for- 
merly in Dubuque, Iowa, has been 
made sales representative in the Hot- 
point heating device sales section at 
Bridgeport. _— 


Kelvinator 


Appointment of John S. Garceau 
as advertising and sales promotion 
manager for the entire commercial 
products line of Kelvinator Corpora- 
tion, has been announced by Sam C. 
Mitchell, director of advertising and 
sales promotion for Kelvinator. 

In this position, Mr. Garceau will 
have charge of advertising and sales 
promotion for the following Kelvina- 
tor commercial products: standard 
commercial electric refrigeration equip- 
ment, liquid cooling, air conditioning, 
and automatic heating equipment. 





New Pasilions 
of the Month 








John S. Garceau has been 
appointed advertising and 
sales promotion manager 
for the entire Kelvinator 
line of commercial prod- 
ucts (See Kelvinator) 





E. D. Madden, assistant 
sales and service manager 
of Delco Products has 
been transferred to the 
Sunlight Electrical division 
(See Delco) 





Frank O. Harris has re- 
cently been appointed 
sales manager of the Boss 
Washing Machine Com- — 
pany (See Boss) 


Mr. Garceau has been with Kel- 
vinator since 1927 in the advertising 
and sales promotion divisions. For 
three years he was domestic advertis- 
ing and sales promotion manager. Last 
December he was appointed advertis- 
ing and sales promotion manager for 
Kelvinator’s new line of air condition- 
ing equipment. His success in those 
positions led to his present appoint- 
ment, Mr. Mitchell’s announcement 
stated. 
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Boss 


Frank O. Harris, has been appoint- 
ed sales manager of the Boss Washing 
Machine Company, Cincinnati, Ohio. 

Harris started a number of years 
ago with Stewart-Warner organiza- 
tion, becoming branch manager. He 
then became general manager of the 
automotive division of the Gibson 
Company, Indianapolis. This work 
was followed by Harris’ installation 
and management of the home appli- 
ance department of the Wm. H. Block 
Company’s department store in the 
same city. Mr. Harris later joined 
General Electric Company in charge 
of southern Ohio territory. 


Permutit 

Oliver P. Harris, Manager of 
Domestic Sales of The Permutit 
Company, makers of Water Condi- 
tioning Equipment announces that 
KE. L. Horiskey has been appointed 
Domestic Sales Representative cover- 
ing Nebraska and lowa. Mr. Horis- 
key is making his headquarters at 
Omaha, Nebraska. 


Delco Products 

Frank H. Prescott, president of 
Delco Products Corporation announc- 
es the transfer of FE. D. Madden, 
assistant sales and service manager, 
to the Sunlight Electrical division of 
the company at Warren, O. Mr. 
Madden will assist John B. Esta- 
brook, president and general manager 
of the Sunlight Electrical Company, 
in a sales and service capacity. 

As a result of the transfer of Mr. 
Madden, J. N. Tilbrook, sales engi- 
neer in the Detroit offices of Delco 
Products has been called to the home 
offices at Dayton to act as assistant 
to R. L. Wilkinson, general sales 
manager. R. O. Yost, who has spent 
several years in the technical depart- 
ment of Delco Products, becomes ser- 
vice manager. 


Standard Stove 

W. H. Sickinger will take over the 
newly created Central Chicago Dis- 
trict Office of the Standard Electric 
Stove Company with headquarters in 
the Merchandise Mart. 

Mr. Sickinger is one of the old- 
timers in the heating appliance indus- 
try and well versed on electric cook- 
ery. Prior to associating with Stan- 
dard, he was Sales Manager for Ru- 
tenber Electric Co., handling Marion 
Ranges, and before that was Vice 
President and Sales Manager for 
Metal Ware Corporation, Two Riv- 
ers, Wisconsin. 


Sylvania Tubes 

The appointment of Stanley A. 
Harris as sales representative for Syl- 
vania receiving tubes in the New Eng- 
land territory has been announced by 
Hygrade Sylvania Corporation. Mr. 
Harris served in this territory for a 
number of years as RCA sales repre- 
sentative. He will make his headquar- 
ters at the Hygrade Sylvania Boston 
Office, 10 Post Office Square. 


Wholesale Radio Service 


Robert Hertzberg, who has been 
identified with publicity and sales pro- 
motion activities in the radio field 
since the inception of broadcasting, has 
been appointed advertising manager of 
Wholesale Radio Service., Inc., 100 
Sixth Avenue, New York, N. Y. 
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That’s What Is 
Winning The Big 
Home Market for 
Whiting Dealers 


That's what is winning a great, mass, domes- 
tic appliance market for the Whiting Stoker. 
Women like the low hopper — only 25 inches 
from the floor. They don't have to lift the 
shovel up around their shoulders, if there’s 
need to fill the Whiting. 


And women are quick to appreciate the trim, 
modern appearance of this stoker — with all 
parts fully enclosed in the same smart cabinet- 
type of appliance they find in their refrigerators 


and other home equipment. 





Mechanically, too, the Whiting is far ahead of 
the field. The old stoker fault of back-firing and 


back-smoking — repulsive to women — was conquered by the Whiting Gas-Elim- 








inator. Old-fashioned air-tight hoppers aren't necessary any longer. 


Then from the standpoint of fuel economy nothing else compares with the com- 
bustion efficiency of the Whiting Dual-Draft Burner. Women are thrift-minded. 
They can use the $2 to $3 a ton the Whiting can save them by its ability to burn 


the lower-priced grades of coal. 


Where there’s a Whiting, the cellar can be turned into a playroom for children 
or recreation and game room for grown-ups — because this stoker is odorless, noise- 
less, clean and smokeless. With its dependable, carefree, trouble-proof service — 
it’s no wonder that Whiting dealers are winning the big home market. Mail coupon 
or wire for name of nearest Whiting Distributor. It's still not too late to get on 


the winner. 


YOUR NEXT GREAT MARKET! 


Underfeed Stoker Division, WHITING CORPORATION, 
15606 S. Halsted St., Harvey, Ill. 


We are dealers. in distributors in 
Send the facts regarding the Whiting Stoker. ; 
NAME .. 

ADDRESS 

Gees. eee STATI 
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New Mark 
mM 
Certification 


The Illuminating 
Glassware Guild is 
the latest to sub- 
scribe to the grow- 
ing public accep- 
tance of labeled 
iliaealelirel tice 


The above mark 
identifies illuminat- 
ing glassware that is 
proved by test to be 
in accordance with 
an industry specifi- 
ae litela 


. the new accep- 
tance. 


el) 


ELECTRICAL 
TESTING 
LABORATORIES 
80th Street 
and East End Ave 


New York, 
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Dealers 
Outsell 


Utilities 


in Range Campaign 


WICE as many ranges were 

sold by dealers as by power 

company salesmen in the range 
drive which has been occupying the 
attention of Portland, Ore., since the 
middle of March. The basis of the 
campaign has been the free wiring 
offer which was instituted by the Port- 
land General Electric and the North- 
western Electric Companies for an 
original nine weeks’ trial, starting 
March 18. It was believed that the 
high saturation of electric ranges in 
this district (from 25 to 30 per cent) 
called for some spectacular induce- 
ment, if homes of the lower income 
brackets were to be brought into the 
electric cooking field. Free wiring was 
chosen instead of a long term pay- 


ment offer, because it offered some es- 


pecially effective talking points. 

All branches of the electrical indus- 
try in Portland combined enthusiastic 
ally in the drive. Twenty-five deal- 
ers, representing practically all retail 
range outlets in the city, joined active- 
ly in the campaign. Together these 
merchants employ 65 range salesmen, 
although not all of them are necessari- 
lv employed exclusively in selling 
ranges. 

The campaign was marked by a 
number of contests. One offer address- 
ed directly to dealers’ salesmen, permit- 
ted one draw from a central fund 
for each range sold, on the principle 
of the punch board. The amounts 
drawn varied from 25 cents to $10, 
so distributed that there was a $140 
total in every 100 draws. Three grand 
prizes of $100, $50 and $25 were 
awarded salesmen making highest sell- 
ing records during the entire cam- 
paign. The money for these funds was 
contributed by range manufacturers 
or their participating distributors in 
proportion to the number of ranges 
of their make sold during the cam- 
paign. Power company salesmen were 
not eligible for the prizes. 

A window display contest was ar- 
ranged for dealers, with prizes of $25, 
$10 and $5 respectively, offered for 
the best electric range windows dis- 
played during one week early in the 
campaign. This insured a mass dis- 
play of electric ranges while the idea 
was still fresh in the minds of the 
public, and resulted in some very effec- 
tive windows. First prize went to the 
Powers Furniture Company, second 
to the Jennings Furniture Company 
and third to Sears Roebuck. A second 
window display contest to be partici- 
pated in by dealers in the smaller com- 
munities outside of Portland was ar- 
ranged for a later date during the 
campaign. 

Extensive newspaper advertising, 
supplemented by billboards, truck 
banners, store cards and window dis- 
play material were features of the 
power company participation. Dealers 
were urged to tie-in with advertising 
covering the particular type of range 
they handled. 


Wiring was let out in rotation to 
regularly licensed contractors in the 
city at a flat price of $23 per job, 
which has been found in the long run 
to provide a fair return. Entrance 
switch box and fuses were provided 
by the power company, the remainder 
of the material by the contractor. 
Agreement with the customer provid- 
ed that the company serving the house 
retains title to material used in the 
wiring. Of the two utilities involved, 
one is capitalizing the cost of the wir- 
ing, the other charging it off as a range 
selling cost. 

Reports from the Portland Gen- 
eral Electric Company indicate that 
during the first ten-week period of the 
campaign, ending May 25, 1935, 956 
free wiring installations were made, 
of which 39.4% were dealer sales, 
36.2% were sales made through the 
power company organization and 24- 
.+% were installations made to put 
into use consumer-owned ranges. In 
addition about 200 ranges were sold 
for which no wiring was required. 
Sales on the lines of the other utility, 
which. does no merchandising of its 
own, bring up the dealers’ proportion 
of the total sales so that it is reported 
that the dealers are well in advance 
of power company salesmen in their 
record of selling. In fact, up to and 
through the fourth week of the cam- 
paign dealers’ sales were consistently 
from two to three times those made 
by the power company sales force. 

Personal interviews with a number 
of Portland dealers conducted toward 
the end of the first campaign period 
brought out many expressions of ap- 
proval as to this method of power 
company cooperation. One furniture 
company reported a business 4,000 per 
cent above that of the year previous 
and stated also that the increased ac- 
tivity in this line had brought many 
auxiliary sales in other lines. In one 
week, for instance, four electric refrig 
erators were sold to customers whose 
homes had been so wired. Approval 
was unanimous. One department store 
recommended the continuation of the 
policy as a permanent thing and one 
of the local dealers would have un- 
occupied homes wired in the belief 
that the tenant would desire an elec- 
tric range when he does move in! 
Those contractors doing the installa- 
tion work were wel satisfied with 
the jobs, but there was some protest 
on the part of others that the price 
fixed by the utilities was too low. 

At the close of the initial campaign 
period, it was decided, because of the 
satisfactory 1esults obtained, to extend 
the free wiring offer at least to June 
29. Sales for the next two weeks on 
the lines of the Portland General 
Electric Company amounted to 180 
ranges, bringing the total for the cam- 
paign for that utility to 1135, more 
than the total of all ranges sold in 


that territory during the entire year 
of 1934. 
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INSTANT SUCCESS 





HANKSCRAF 
Cutomatic - Electric 


DOUBLE BOILER 


The Hankscraft Automatic Electric Double 
Boiler is the fastest-moving item that the 
electrical retailer has. seen in many years. 
| Here you have an indispensable kitchen 
appliance made more convenient and posi- 
tively trouble proof. This new Hankscraft 
unit is the fastest heating double boiler 
ever marketed. Water poured in bottom 
pan starts heating immediately. A constant, 
even temperature of 212 is generated right 
where wanted, in the bottom pan. Amount 
of water used governs the cooking time— 
one cup to the hour. When water boils 
away, the heating stops. 





Cannot burn out. 
| Cannot scorch. 


| Completely automatic. 





BREAKFAST SERVICE 


| An ensemble of chrome or copper egg 

| cooker with de luxe hobnail egg cups and 
tray of chrome or copper. This service pro- 

| vides the ideal equipment for preparing 
any breakfast which includes eggs. 


Hankscraft Egg Cooker, $5.95. ltoils, poaches 
or serambles eggs automatically, in live 
steam. Timing determined by amount of 
water uwd. Includes poaching pan 













Deluxe Bottle Warmer, 55 
Mother's greatest conveni 
ence. Urings baby's bottle 
or solid foods to exactly 
right temperature, 
quickly, automat 
ically. Other mod- 
els, $3.95, $2.95 
and $1. For lit- 
erature write 





The HANKSCRAFPFT (Co 


eer 
NOVEMBER, 1935— ELECTRICAL MERCHANDISING 











uble 
t the 
ears. 
chen 
DOSi- 
craft 
viler 
tom 
lant, 
ight 
punt 
1e— 
oils 


+ 


D- 
ie 











THESE CLEVER 
LITTLE FELLERS 


SELL 
THEMSELVES 








*PYREX TOP 
FUSE PLUG 


TEXTOLITE 
FUSE PLUG 





HANDY-PULL & 
HEATER 
PLUG 


HEATER 
CORD SET 
WITH 
UNBREAKABLE 
PLUG 


Put these “Little Fellers’”’ to work for 
you. Every customer that enters your 
store needs them. They are used 
everywhere: in homes, stores, offices, 
factories. 


Make up a counter display of all these 
items: fuse plugs, heater cord sets, 
twin and triple taps, etc. They are 
attractively packaged . . . take up 
little space. 


You obtain even better results by 
using a massed window display in ad- 
dition to the counter display. These 
“Clever Little Fellers” pull customers 
right into your store . - give you 
the opening to sell higher-priced ap- 
pliances . . make possible TWO 
PROFITS. For complete information, 
see your G-E Merchandise Distributor 
or write Section D-1911, Merchandise 
Department, General Electric Com- 
pany, Bridgeport, Connecticut. 


*Reg. U. S. Pat. Off. 


GENERAL @ ELECTRIC 
WIRING DEVICES 


MERCHANDISE DEPARTMENT 
GENERAL ELECTRIC COMPANY 
BRIDGEPORT, CONN. 











When The Distributor Runs With T he Ball 





onstrations regularly during the week. 
The same thing goes for washers and 
ironers, incidentally, or for any of the 
appliances sold by James & Co. When 
the salesmen have learned to sit down 
and do an ironing, or put a mess of 
dirty clothes through the washer or 
cook a meal properly, then and then 
only, are they judged fit to present the 
home appliance story to the prospect. 

Specializing, too, is frowned upon. 
Specialists get stale, says Mr. Burton. 
If a-man sticks too long on refrigera- 
tion alone, or ranges alone, he isn’t 


CONTINUED FROM PAGE 5 





keen to take advantage of the cus- 
tomer’s needs which may be out of his 
particular province. The idea, after 
all, is too sell the idea of complete 
home equipment, of the modern elec- 
tric kitchen — not of isolated appli- 
ances. 

James & Company is just as consis- 
tent in telling the salesman what the 
reward will be as it is in setting up 
a quota for him. The accompanying 
table is what is expected of the men, 
and what they will make if they ac- 
complish their quota: 


SALESMAN'S EARNINGS FOR QUOTA JOB 


No. Appliance F.0.B. Price Commission 
40 Refrigerators .............. $7,000.00 10% $700.00 
Te: | Mi sbnessspeas sedges 2,625.00 12% 315.00 
2 Disrwaehers ... 5... ces cccee 500.00 15% 75.00 
30 Washing Machines ........ 1,950.00 12% 234.00 
12 lroners ......... RE pan AO 1,200.00 10% 120.00 
12 Vacuum Cleaners .......... 90.00 15% 105.00 
Total $13,975.00 $1,549.00 

Plus 4% monthly, 2% yearly, Y2% sponsors bonus — 64% 

$908.38 
Total Earnings $2,457.38 


Plus an outstanding trip to Nela Park, Cleveland Ohio. 
DISTRICT MANAGER'S EARNINGS FOR QUOTA JOB 


Earned in capacity of salesman ..................000000000 $ 2,457.38 
3% override on four territories ...................25.00005. 1,677.00 
oe i oo. cee cncedcoeausevardncntan 559.00 
Total earnings $4,693.38 
DISPLAY DEALER'S EARNINGS FOR QUOTA JOB 
Earned in capacity of salesman and district manager ...... $ 4,693.38 
6% Display Dealer's override on eight territories ............ 6,708.00 
ee ye a ee 11,401.38 
Less maximum recommended expenditures for store .... 1,800.00 
Net earnings $9,601.38 


Even the display dealer is guided in setting up his expenses. The 
following is the maximum which James & Co. think any of their display 


dealers should spend: 


Ea (ina as gic PES Ca sues oak ate ade ate ache makes ak ee $100.00 
Baia oo u beckon Sanyeeeaacisines aca:a elit aiseuibiatie wvniaien ai hs Seis, ie Bint 25.00 
NE Fi scan dis canteacurs shake Sawa bo > Cea TE oa Cask PA aw Re yea 5.00 
I sc akucpenaddedbaadavens saieaetendenseebtsmemedan 20.00 
I id cassis 2G. -de a mireceaels Oar be vis d oe Am wie enanhivine xe aok eked 10.00 
ee i CG A I ono 55 io 5 o Sos ee ieee canes 5.00 
Signs (rental or purchases over two years).................... 10.00 

Advertising (in addition to the distributors regular 
SII eas Sch ws dis ane whe amend oaiiwlng os 5.00 
I eg re Fan ooo rea acs nn vaste s cn tiem na 2.50 
Window demonstrations and incidental expenses .............. 17.50 
Total, per month $200.00 











“HE'S FOUND A NEW WAY TO BLOW SOAP BUBBLES" 
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Amazing 
stock 
turn * 


makes Silex 


your Xmas 
Opportunity 


TORES are reporting sales in a month 
exceeding the entire previous year. 
They are putting big promotional efforts 
behind Silex . .. because Silex brings the 
volume. 


How the leader 
brings bigger profits 


Silex is one glass coffee maker that stands 
hard, everyday service. Silex, with a 27 
year background, has proven dependable. 
Sell Silex . . . and it stays sold. 


Guaranteed 
* Pyrex brand glass 
assures permanent profits 


Instead of coming back with troubles, 
customers come back with friends. . . 
with additional sales for you. Order and 
promote Silex now. Use the 


New dealer helps — FREE 





$4.95 


at retail 


THE ORIGINAL GLASS COFFEE MAKER 


EXCLUSIVE FEATURES OF SILEX ARE 
COVERED GY MORE THAN 30 PATENTS 


The Smart Way to Make (Coffee 


=—_ =—-= Ride the Winner = = = 
by mailing today 


THE SILEX CO., Dept. EM 11 
Hactford, Conn. 


Without cost or obligation, please tell me how I 
can make bigger profits this Christmas season 
with Silex. Also tell me about the new, free, 
dealer helps. 


Name 

Firm 

Street. 
Can... State 
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UNDISPLAYED — le DISPLAYED 
UNDISPLAYED RATE: $1.00 per line per insertion. Minimum charge $4.00. (First line 15 CENTS A WORD $8.00 PER INCH 
in small black face type). Fractions of a line count as a line. Discount of 10% if full pay Minimum charge $3.00 per insertion. Spaces larger than 1 inch earn a lower rate 
ment is made in advance for 4 consecutive insertions of undisplayed ads. Positions Wanted (salaried employment only) = inch, 
DISPLAYED RATE: 1 inch—$12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 per in. ; one-halt the above rate. 4 Size—12 inches long—4 cols. wide—48 
‘ Discount of 10% for full payment in advance _ tO a page 
12 inches—$10.50 per im. (An advertising inch is measured vertically on one coluinn. There on 4 consecutive insertions. New pds. seceived watil the 15th 
are 4 columns — 48 inches to a page) Box Numbers count as 10 words. for issue of following month. 


































































BELTS CORRECTION 
The October issue of this publication contained 
Wash.-Mach Refrigerator, Vacuum Cleaner Belts. an edvertisoment of the Werten Yolecheon Com- 
New Assortment of Washing-Machine Welt» works on pany. in which appeared an illustration of a 
0 different Washing-Machines, and 300 Refrigerators! Telechron clock named ‘‘Pharaoh’’, model 4F61. 
\ttractive display hanger * amd 7 Helts, $4.35 The price quoted for this clock was incorrect. 
ach vtails #1.2 ; each. Handy Vacuum The correct retail price is 95. b il | 
Cleaner Helt “ortment ; teltx we 0 1 
FF. WARREN TELECHRON COMPANY Factory Guaranteed Rebuilt Vacuum Cleaners! 
‘2 omplete. Trans-(ontinental Eh etrie Co., 3046 Ashland Massachusetts 
W Cermak Koad, (hicago, Ill 











LOWEST PRICES! Cash in on this fast selling electrical item! All famous 
makes ready for immediate delivery at prices that are 
unbelievable! Every cleaner rebuilt and reconditioned. 
Motor Rebu Idiné! Our 23-year reputation is your guarantee of a fair and 
Armature square deal! Write for special Holiday Sale folder 
Rewinding! P NOW. Prices and terms that will amaze you! 
Complete Line © 


Washing Machine RE-NEW SWEEPER COMPANY 


Parts! 3256 Gratiot Ave. - DEPT. 20 - Detroit, Mich. 


Vacuum Parts! 


Fates éu BIG CATALOG 


er Refrigerator service men and dealers send for our 
catalogue No. 110 showing /owest net prices on thou- 
sands of parts and accessories for all makes. Write us 
on your letterhead today. 


he HARRY ALTER CO) | prema varavec| 2 
72@ S. MICHIGAN AVE.CHICAGO,ILL.USA| | [gapaentaa “FREE | | ali 
. ° we 5 2. That the owner is: (If owned by a corporation, 
its name and address must be stated and also im- 
8000 iT BE M uy FOR A LL MA A K is 8 F REE mediately thereunder the names and addresses of stock 






























































holders owning or holding one per cent or more of 
DOMESTIC COMMERCIAL AIR CONDITIONING et - ooet o 
Electrical and Refrig- the or and oe < the — 1 rs 
eration Equipment at must be given. If by @ firm, company, or 
other unincorporated concern, Its name and address, 
— LE PENSEEE VACUUM CLEANER PARTS! nel | sagt as well asx those of each individual member, must be 
, EA xiven.) McGraw-ttill Publishing Company, Inc., 330 
] ARMATURE . Benies Pp to every jealer, ser- West 42nd sSt., N. ¥. ©. Stockholders of which are: 
24-page Cae, — e ~~ —_ vice man and ama- dames ul Metiraw, 180 West 42nd St.. N. Y¥ c. James 
REWIN DING and Armature Rewinding Service. Dealers teur. Complete sets, HW. McGraw, Jr, 330 West 42nd St.,'N. Y¥. €. James 
| — by our Wholesale Policy. - = parts, amateur and I. Metéraw James Hi McGraw, Jr., & Malcolm Muir, 
Ww d 1/ kh for Special Prices in Quantities = ough n 1 F ° me Wet SSnd M.. N. ¥. ¢ Trustees for: Harold W 
rite for prices and catalog XK ‘i TREES e mete) commercial appara McGraw, James Hi. McGraw, Jr., Donald C. McGraw, 
= : s . DISTRIBU TORS of GILMER WASHER & = : tus. Write today. Curtis W. MeGraw. Curtis W. McGraw, 330 West 
We Stock Vacuum Cleaner Parts REFRIGERATOR BELTS Saas ‘ 2nd St., N. ¥. ©. Donald ©. McGraw, 330 West 42nd 
WILLMAN ELECTRIC Co THE HAROLD E. SAPER CO. BI RSTEIN—APPLEBEE q eo. m.. N. ¥. ©. Anne Ihugus Britton, 330 West 42nd 8t., 
- . ° 1012-14 McGee St Kansas City, Mo N. ¥. (. Mason Britton, 350 West 42nd St., N.Y. ©. 
12506 Dexter, Detroit, Michigan 806 Washington Bivd. CHICAGO, Ill. “ y> : Edgar Kobak, 330 West 42nd St., N. Y. C. Grace W. 
ei Mehren, 33 West Grand Ave., Chicago, il. J. Maleolm 
Muir & Guaranty Trust (o. of New York, Trustees 
Wi i Cl th D i Q i t REPRESENTATIVE AVAILABLE Weatherby, S71 Titsion Heed. neektins , Maa. 
rings Clothes Drier — Quicker—Lasts Longer wad Cesontn: Metnen Wt 3. foctaakaanel cies 
‘ orporation, Madison, N. J. Stockholders of which 
. 2 Wanted a jobbing proposition are: Edwin S. Wiley, Madison, N. J. Elsa M. Wilsey, 
MAKES REPLACEMENT SELLING EASY The uniform covering of 1 iste: GU I eee ane © 
--— a aI tough hard rubber around radio, ete. Old established concern with one hundred - That hang > ng og pe a ous 
: ‘ort P le n 549 ble < Mere ising, XX3 other sertrity hoiders owning or holding per cent or 
iia —_ the steel shaft makes a Sinton me. San Renton. Calif, an : more of total amount of bonds, mortgages, or other 
“ - firm union and a perfect . is securities ave: (If there are none, so state.) None 
= : F 4. That the two paragraphs next above, giving the 
"ceca a ea foundation for the soft LEGAL NOTICE nates of tlw owners, starkholders, and security holder 
texture, pure white rubber _ . if any, contain not only the list of stockholders and 
. a . . an ler “ a 

Quickly available from many jobbers or body of the Vitalic roll. It STATEMENT OF TUE OWKERSIUP, MAKAGE pean tn rh Fy A A 
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some select territory is still apen. Write ioning effect with precision oh” Siete publi ied auaitte at toe Tork, person or corporation for whom such trustee is acting 
for details. uniformity,and the greater N. Y. for Oct 1935. - — — a —_ om ae —- 
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2657 GRAND RIVER DETROIT, MICH. reputation ...Our 40 page anit county aforesaid, personally appeared D.C. McGraw,  @fd securities in a capacity other than that of a bona 
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. . . and says that he is the Secretary of the McGraw-Hill — & other person, association, or corporation has 
CONTINENTAL RUBBER WORKS yours for the asking. Publishing Company, Ine., publishers of Electrical | 209 interest direct or indirect in the said stock, bonds, 

o - “ “ Merchandising and that the following is, to the best or other securities than as so stated by him 
26 Ww Austin St : Chicago, Ill of his knowledge and belief, a true statement of the 5. That the average number of copies of each issue 
49 Central Ave Cincinnati, Ohio ownership, management (and if a daily paper, the cir of this publication sold or distributed, through the 
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MENTION OF ELECTRICAL MERCHANDISING Publisher MceGraw-tlill Publishing Company, Inc., 330 ot oc red 1935. H. KE. BEIRN 
West 42nd Street, N 7 _C. Editor L. E. Moffatt, = se pi bi N c ev. Co K’, oy an y. 
e . . ° S20 West 42nd Street, N. C. Managing Edit Otary Public, Nassau County erk’s No. 
will be appreciated by the aavertisers and the publishers itusiness Manager 11, W. Mateer 390 West dud Street,  Cleth’s No. 118. Reg. No. 6-15-73 
a ¥. € (My commission expires March 30, 1936) 


$5 TOOL STAND 7 R r EI THE 24,999 OTHER READERS 
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$1 TEST LIGHT OF ELECTRICAL MERCHANDISING 


(See Our Free Catalog) 
































Uur 100-page monthly catalog lists many exclusive motor and kindred Every day, they concentrate their business thinking on the 

lines that can be bought ONLY THROUGH YOU DEALERS. Our stand- . ee . . 

ard-brand items have list prices under the market, and our discounts marketing, or merchandising and selling of electrical ap- 

are 10 to 25% greater than competition. We have a warehouse close to . 

you to speed your orders overnight. Typical bargains are — '4% H.P. pliances. 

Induction Motor, $12.65 — % H.P. Repulsion Induction Motor, $9.95 . 

— Motor Bases, 39 set — Motor-driven Coal Blower, $6.95 — Two- Every day, growth and change create new buying and 

power Motor, % and 14, H.P. in one motor, just by throwing a switch, ° ee 

$9.80 — Furnace Fan, $9.95 — Unit Heater, $39.50 — Exhaust Fan, selling opportunities, 

$15.50 — Brushes and Bearings at '/, price — Cellar Drainer, $23.95 — ° ° —_— ° 

Room Thermostat, $2.95 — Good-Housekeeping-Institute-approved Mix- Every day, there develops with the individual appliance 

er, $7.50. We pay no retail taxes .. . That PROVES we sell DEALERS ° ° ° . 

oe WE WILL NOT —s a CONSUMER OR- manufacturer, distributor, retailer and salesman some in- 

JERS. Who else gives you such co-opera P . . * ¢ 

Dealers—Send For Your Copy of Our Completely New Meterbeck stitutional or personal business need to be satisfied. 

W.W. Grainger, Inc ENCACO...eeY a, Rene The easiest and most economical way to make the con- 
IIGOF TING. PILADELPHIA. CLEVELAND, KANSAS tact that will satisfy it, is to place a classified advertisement 

1520 S$. Western Av., Chicago CITY, MINNEAPOLIS. “ hlich A f El ‘cal M hone 

MOTORS: Motor Driven Machines and All Related Items in the Searchlight Section of Electrical Merchandising. 














NOVEMBER, 1935— ELECTRICAL MERCHANDISING 








poration, 
‘iso im- 
M stock 
more of 
oration, 
Owners 
any, or 
address, 
must he 
., 330 
ch are: 
- James 
James 


lalcolm 
Tustees 
F. s, 
. Mid 
which 
Wilsey, 


. and 
ent or 
Other 
None 
i the 
piders, 
Ss and 
of the 

















WE DELIVER 


It doesn’t matter what you wish 


to ship or order, Railway Express 
will rush it at passenger train 
speed. Prompt pick-up and deliv- 
ery service in all important cities 
and towns. Low rates. For ser- 
vice or information telephone the 
nearest Railway Express office. 


ON THE AIR @ TUNE IN on the 
RAILWAY EXPRESS NEWS PARADE 


Every week from the following stations: 


Boston, WEE! Tuesday 6.45 P.M 
New York, WOR Tuesday 9.30 P.M 
Cleveland, WHK Tuesday 7.15 P.M. 
Chicago, WLS Sunday 7.45 P.M. 
St. Louis, KWK Thursday 7.15 P.M. 
New Orleans, WDSU Tuesday 7.15 
P.M. @ Dallas, WFAA Monday 
6.45P.M. e Atlanta, WGST Wednes- 
day 8.45 P.M. e San Francisco. KYA 
Thursilay 8.456 P.M. @ Los Angeles, 
KNX Wednesday *.30 P.M. e Minne- 
apolis-St.Paul, KSTP Monday 9.00P.M. 
Seattle, KOMO Sunday 10.15 P.M 
Baltimore, WBAL Wednesday 7.30 P.M 
Omaha, KOIL Tuesday 6.45 P. M. 


RAILWAY 
EXPRESS 


AGENCY, INC, 


NATION-WIDE RAIL-AIR SERVICE 








and winter store traffic is interested 
more in education than in buying. 
They want to see and to learn but 
they must talk with the man of the 
house before finding out what the 
chances are of being able to buy. They 
dislike, at this point, to expose them- 
selves to a salesman to answer their 
questions, because they fear he will 
give them the works. They are in the 
store for about the same reason that 
they walk along the business street 
—to gain information. The possible 
ownership of goods is “big news” to 
them but they are exploring; thus 
they window-shop and would like to 
store-shop if they could get sales in- 
formation without running the hazard 
of personal selling pressure. 

Your rule, then, should be to make 
abundant use of educational “talking 
signs’ with each floor display which 
in interesting, telegraphic fashion bring 
out the salient selling facts of each 
exposed product; the aim being to 
answer as many of each shoppers ques- 
tions as possible without causing the 
necessity of her reference to a sales- 
man. Then, when she addresses a 
saelsman, you can be sure that she 
is really interested and is a live pros- 
pect. By this method you build more 
selling impulse into your store ar- 
rangement, you conserve the time of 
your floor salesmen and you help a 
woman to reach an independent de- 
cision which always leads to a stronger 
buying urge. 

Well, there you are—better expo- 
sure, rotation of arrangement, better 
store dress and educational “talking 
signs’. They are the things that will 
attract more of the increased fall traf- 
fic into your store and permit you to 
persuasively impress a greater percent- 
age. And make you one of the “fleet- 





P: rospects Bring 
in Their Wash 


AS invitation to “Bring in Your 
Wash” extended by Cook’s Mu- 
sic Shop of Fresno, Calif., through 
its advertising column, brought a 
grateful response from a number of 
Fresno housewives, who were glad of 
the opportunity to make use of an 
electric ironer free of charge. At first 
the response was a little questioning, 
but when the housewives discovered 
there were no strings attached and 
that they were permitted to work in a 
closed-in compartment in the rear of 
the store (they had feared the front 
window), they gratefully arrived with 
their bundles of “rough dry” and went 
home after an hour or so with neatly 
stacked smooth sheets, shirts and tow- 
els. Permission to use the electric iron- 
er is made by telephone for any hour 
during the afternoon when the appli- 
ance is not otherwise engaged. Fol- 
lowing the advertisement, the time of 
the machine was pretty well booked 
up for the entire week, and many of 
the housewives asked if they might 
return again for weekly use. The num- 
ber of thoroughly interested prospects 
which has been developed through this 
simple offer has more than repayed 
the trouble and expense involved. 
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ly 
advertised in 
MICKEY MOUSE 


ma gazine ; 


CHRISTMAS LIGHTS of 
highest quality, distinguish- 
ed by patented features. . . 
reinforced now by MICKEY 
MOUSE, the wonder sales- 
man. We're telling the story 
of this great new 1935 line 
to a million kids in MICKEY 
MOUSE Magazine! Get ready 
for VOLUME .. . and 
PROFIT !!! 


524 Broadway 





See Your Wholesaler 


NOMA 


ELECTRIC CORPORATION 
New York City 


and 


the hit 
of the 
year 7 


CAT. No. 105 


Loop type Set, Beads, Triplug. 
Eight C6 Mazda Lamps in as- 
sorted Mickey Mouse designs and 
colors. 











A 

Consistent 

Cam pat gn 

in Electrical Merchandising will 


the-worthwhile, profitable deal- 


other alert manufacturers. 


November 20 





help increase your sales among 


ers of electrical appliances— 
just as it has done for many 


December issue goes to press on 














CLEAN UP PROFITS 








with Morritt 


« NO DUST BAG 






« EASY TO USE 
e HANDLES LINT, 


TION 


proposition 





THREADS AND PINS 
© 100% FILTERING AC- 


Send today for dealer 


MORRILL & MORRILL 


30 Charch St, New York, N.Y. 


CUCU Oe 





Meet the demand 
—for better lamps— 


To do so you must have lamps 
which are properly designed. Ver- 
delite lamps combine efficiency 
with beauty and quality . . . they 
avoid eye strain, and give a strong 
even light without glare. The 


Faries line has been the quality 


standard since 1880. 












Height 11'/," ‘over all; 
heavy cast bronze 
base channelled for 
pencil; green cased 
etched glass shade, 
adjustable ; wired 
with pull socket, 9 
foot cord and un- 
breakable plug; fin- 
ish Chrome and 
Black. 


No. 920-M 
List Price 


QDEI $15.00 


PATENTED 
The only lamp with 


the patented slip-on 
shade . . . it permits 
instant replacement of 
shade or bulb, and 


easy cleaning. 








MANUFACTURING COMPANY 
DECATUR, ILLINOIS 
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PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite E. Cook 


Market Analysis Department 
Electrical Merchandising 


WASHERS 

September broke all previous records 
when washer sales mounted 45.1% above 
sales of its corresponding month of the 
preceding year. At the same time the 
American Washing Machine Manufactur- 
ers announced that August sales had been 
23.1% ahead of last August rather than 
17.2% as estimated last month on the basis 
of incomplete reports from manufacturers. 

Total industry sales for the first nine 
months of 1935 were thereby increased to 
956,656 household electric washing ma- 
chines—6.5% more than the 897,896 sold 
in comparable months of 1934. 


SEPTEMBER 1935...... 135,376 washers 
September 1934.......... 93,273 washers 
poo sO . ere 125,037 washers 
EE Ge wins seneness 101,554 washers 

Saturation, January 1935 — 9,439,600 


homes, or 46.0% of the total wired homes. 


GAS ENGINE WASHERS 


Again in September, gas engine washer 
sales continued upward, beating sales of 
last September by 64.7%. 

It was also found that last month’s esti- 
mate of 74.1% increase in August sales 
was much too low. Final reports of manu- 
facturers to the American Washing Ma- 
chine Manufacturers Association swelled 
the increase to 89.7% over August 1934. 


gas 18,632 gas engine washers 

= ere 11,316 gas engine washers 

Po ee 19,246 gas engine washers 

pe eee 10,144 gas engine washers 
IRONERS 


September was likewis: a big month 
for ironing machines, with sales 40.4% in 
excess of sales of September 1934, accord- 
ing to the American Washing Machine 
Manufacturers Association. 

Unduly pessimistic was the estimate of 
last month that ironer sale in August 
1935 would fall 3.1% below August 1934. 
Instead, final reports of manufacturers to 
the Association, indicated that August 
sales had surpassed sales of last August 
by 18.0%. 

The unexpected increase in August sales 
together with the large gains of September, 
brought the nine months’ total output up 
to 108,256 household electric ironers— 
16.1% ahead of the corresponding period 
of 1934. 


SEPTEMBER 1935........ 14,721 ironers 
OO ... Se 10,488 ironers 
Co ge, ee 14,018 ironers 
a ere 11,897 ironers 


Saturation, January 1935—905,000 homes, 
or 4.4% of total wired homes. 


REFRIGERATORS 


On the basis of sales reported to NEMA 
by its refrigerator membership, the Edison 
Electric Institute estimates an increase of 
39.1% in total industry sales of household 
electric refrigerators in August 1935 com- 
pared with August 1934. 

This brings total sales of the industry 
for the first eight months of 1935 up to 
1,369,861 household refrigerators, or 13.8% 
in advance of the 1,203,615 sold in Janu- 
ary-August 1934. 


AUGUST 1935....: Ee 110,161 units 
NE EN, 5 cere coche 79,195 units 
Saturation, January 1935 — 6,020,000 


homes or 29.3% of total wired homes. 


VACUUM CLEANERS 


Floor cleaner sales in September, for the 
ninth consecutive month this year, 
launched ahead of sales of last year's cor- 
responding month. According to reports 
of the Vacuum Cleaner Manufacturers As- 
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sociation, floor cleaners were up 22.5% and 
hand cleaners were up 26.5% in Septem- 
ber 1935 compared with September 1934. 
In the nine months ending September 30, 
1935, 639,843 floor cleaners have been sold, 
increasing by 24.3% the sales of 514,780 
in similar months of 1934—while hand 
cleaner sales have totaled 210,013 in 1935, 
or 29.2% more than 162,562 sold in 1934, 
The following figures contain slight revi- 
sions in August sales published in last 
month's issue: 
SEPTEMBER 1935.78,343 floor cleaners & 
27,478 hand cleaners 
September 1934. .... 63,936 floor cleaners & 
21,758 hand cleaners 
. .65,128 floor cleaners & 
16,227 hand cleaners 
August 1934.......50,211 floor cleaners 2 
1897 hand cleaners 
Saturation, January 1935 — 9,880,299 
homes, or 48.1% of total wired homes. 


AUGUST 1935.. 


RADIO RECEIVERS 


Following are estimated sales of radio 
receivers by American manufacturers in 
the first nine months of 1935 compared with 
1934. The figures, estimated for the entire 
industry on the basis of sales reported by 
leading manufacturers, are intended to in- 
clude both home and auto radio models 
sold in the United States and in foregin 
countries. 
1934 1935 % 
(Units) (Units) Increase 
1,020,197 1,197,034 17.3% 
$89,078 1,097,124 23.4% 
1,208,434 1,502,200 24.3% 
Total... . 3,117,709 3,796,358 21.7% 
Saturation, January 1935—21,455,799 
homes, or 69.4% of total homes in U.S. 


First Quarter 
Second Quarter 
Third Quarter 





OIL BURNERS 


Slight revisions in July 1935 sales fig- 
ures, issued by the Department of Com- 
merce since publication of last month's 
Electrical Merchandising, indicate an in- 
crease of 45.2% over July 1934 instead of 
42.3% as first reported. 

August sales were 33.3% in excess of 
last August; while the first eight months 
of 1935 ended with sales totaling 52,344 
household mechanical draft oil burners— 
36.5% ahead of corresponding sales of 
38,330 in 1934. 
AUGUST 1935.... 


12,493 shipped in U.S 
August 1934...... 


9,371 shipped in U.S. 
JULY 1935....... 7,608 shipped in U. S. 
> ee 5,237 shipped in U. S. 

Saturation, January 1935—836,495 homes, 
or 4.1% of total wired homes. 


STOKERS 


According to reports of the Department 
of Commerce, stoker sales in August 1935 
were ahead of August 1934 in the follow- 
ing proportions: residential stokers 84.0% ; 
apartment house and small commercial 
stokers 29.3% ; large commercial and high 
pressure steam stokers 23.3%. 

Thus, for the eight months of January- 
August 1935, sales of 84 manufacturers of 
residential stokers (Class 1, using less than 
100 ths. coal per hour) were up 89.1% 
over the same months of last year; sales ot 
63 manufacturers of small commercial 
stokers (Class 2, “sing 100 to 200 Ibs. 
coal) were up 32 '%; and sales of 53 
manufacturers of the ‘arger stokers (Class 
3, using 200 to 300 Ibs. coal an hour) were 
up 11.2%. 


AUGUST 1935.. 
August 1934..... 
ist 8 Mos. 1935.. 
Ist 8 Mos. 1934.. 


Class 1 Class 2 Class 3 
4,928 348 164 
2,678 269 133 

16,290 1,224 534 
8,615 920 481 
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| PREDICT THAT 1936 WILL BE THE 
BIGGEST YEAR WE HAVE EVER KNOWN 
FOR GENERAL ELECTRIC REFRIGERATORS 


@ Never before has the year ahead given such 


promise of profit for General Electric refrigera- iiaeetniiie an tec tens 
tor dealers. When you receive an invitation to ie cea a 


attend the General Electric refrigerator dealer 
meeting in your region, plan to be present and 
see the evidence on which this prediction is based. 





t: G. STRELINGER, Sales H.W. NEWELL , Advertising Counsel E. HEITMAN, Chief Engineer S.C. MITCHELL, Advertising B. B. GEYER, Advertising Counsel 
WwW’. MASON esident E. A. SEIBERT, Serene H.G. PERKINS, V we-President H. W. BURRITT, Vue-President, Sales J. A. HARLAN, Sales V. C. WOODCOX, Advertising Counsel 
C. C. THOMAS, Engineering V. J. MceINTYRE, Sales G. M. EVANS, Vice-President, Manufacturing . . . ALEXIS de SAKHNOFFSKY, Consulting Designer 


Each year since the beginning of the industry, Kelvinator engineers 1936, the suggestions and advice of the field organization and 


have made outstanding contributions to the development of electric all those who are responsible for our selling and promotional 






refrigeration. activities, were given full consideration. 


Each year for 21 years, more Kelvinators have been Hiv When you see the Kelvinators for 1936 you will 


sold than in any previous year—a record unmatched hii 


by any other electric refrigerator manufacturer. 


recognize that they were engineered and designed 
for leadership. You will know why the talk is that 
“Big Things are Happening at Kelvinator.” 


When planning and designing the Kelvinators for we 
Pi ( 


Kelvinator 


The Only Electric Refrigerator in 1936 with the 





